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YOUR UNION JOBBER HAS BIG NEWS FOR YOU: 


Ask about our new FAN-TYPE DIS- 
K — 3 Times better display: 
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“THEY'RE USING UNION 
FARM: AND GARDEN TOOLS 


Photo Courtesy of the Oregonian Farm Home & Garden makes them stand out like a million 


<— 


Ask about the NEW IMPROVEMENTS 
in tools which only UNION offers you 
for 1938! 


Ask about. our new SPEEDLINE TOOLS, Ask age | our 1938 ADVERTISING 
designed in COLOR. There's nothing S Bigger ads in more magazines. 
like them. Thev’'ll sel] on sight! 


PLAY RAC 
3 Times easier to buy from]! 


Free 
Window Trim and Other Sales Helps! 


the PUDDIN’ 
SEATING... 


Geren SAGGERT, OF 


TUALATIN, OREGON, SAYS: 
“When 2 men are feeding the 
baler 30 to 35 tons of hay a 
day, you can see what loads 
those hay forks have to han- 
dle. I've got 8 men in my crew, 
all using Union Forks — and 
they’ve broken only one this 
season.” 


When a husky 8-man crew breaks 
only one fork in a season — that’s 
Quality. When they can quickly 
get a repair handle for that broken 
fork which gives it the same hang, 
set and balance as.the original fork 
— that means Longer Life. When 
you stock a line of tools that has 
these features, plus Eye Appeal that 


dollars in your store — that means 
quick sales, more satisfied customers 
and bigger profits for you. 


Write us for name of nearest UNION 
jobber. 


THE UNION FORK & HOE COMPANY 


Makers of Quality Steel Goods for Over 40 Years — COLUMBUS, OHIO - 
Additional Sales Offices: New York City 


Baltimore 


JACKSON, MISS. — FRANKFORT, N. Y 


ey: Angeles, San Francisco, Seattle 
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REPUBLIC 


NAAVES 


YOUR IMPORTANCE IN YOUR COMMUNITY 





Striking full page farm paper advertisements in 


colors feature unusual approach to your problems 


@ Republic is inaugurating an advertising drive 
that strikes a distinctly new note in the agricultural 
field. It approaches an old dealer problem in a new 


way. It sets out to do a new and important job. 


The local retail dealer and jobber have long been 
victims of misleading propaganda. Their businesses 
have been pictured as an economic waste. Their 
profit has been pointed to as a heavy and needless 


burden on the farmer’s pocketbook. 


But Republic knows the importance of the local 
dealer and jobber—and is backing its belief in them 
by extensive advertising in the agricultural pub- 
lications. This advertising will picture the dealer 


to his farmer customers as an economic necessity. 


In strong full pages, beautifully done in colors, and 


appearing in leading state and national farm 





Republic Steel Products for the farm ave sold 
through jobbers and properly equipped dealers. 


papers, Republic will say many things for you dealers 
which you cannot graciously say for yourselves. It 
will show you as a constructive force. It will point 
out that to handicap you, works an irreparable in- 


jury on your community—and on the farmer himself. 


This new campaign will directly benefit your sales. 
It will bring more customers to your place of business 
by strengthening confidence in jou. It will help 
you to sell not only Republic Fence, Barbed Wire, 
Steel Posts, Galvanized Roofing, and other Republic 


Products, but other types of merchandise as well. 


Watch the farm papers for this new Republic ad- 
vertising. Read it. You will like it—and profit by it. 


REPUBLIC STEEL CORPORATION 
(WIRE DIVISION) 
7850 South Chicago Avenue, Chicago, Ill. 
{General Offices: Cleveland, Ohio} 


Complete stocks of Republic wire products, fence posts, and 
roofing sheets at Gadiden, Alabama and Chicago Mills. 








REPUBLIC 
GALVANIZED ROOFING 





A SymBOL OF 
QUALITY AND VALUE 











REPUBLIC 


STUDDED “Y” POST 






REPUBLIC fM 
FARM FENCE jh 


REPUBLIC 
BARBED WiRE # 


REPUBLIC 
CHANNEL POST 

















Y. Hntered as second-class matter March 24, 1933, 


Hardware Ane, published every ether ‘Shavebn ie ‘Chilton Co. (Ine. ). Publication office, Chestnut and 56th Sts., 
ith St. 


t., New York, N. 


Py 00 per year Single copies 15¢ each. Vol. 141, No. 1 


t the Post Office at Philadelphia under the Act of March 3, 


HARDWARE AGE 








(Printed in U 


Philadelphia, Pa. Editorial and Erecutive offices, 239 — 
1879 Ss 





on 


ee ene 


— 





PE CREE en errr ter ng 


20° 


SELLERS 


b~ VA L E-- 


Here’s VALUE! Padlocks by YALE that you can retail at 50c! Good security 
insured by the five disc-tumbler mechanism! Quality that your customers will 
quickly recognize! Attractiveness that catches the eye and makes them buy! 





VALEJUNI Ge 

k Soowerel ~ 4} 

DISGTUMBLER 
MAD EAIN 


STAY 


Three highly popular sizes! 





: These are the leaders in a price field that means volume sales, bigger profits. 
No. 711PB Stock them, display them, show them to customers. And always remember 
S ie. com ae See mae, that “The Name YALE Helps Make The Sale”. 
finished in antique brass en- 
amel. Case-hardened steel 
shackle, cadmium plated. 
Packed %4 dozen in a box. 
Suggested retail price 50c. 





No. 713J 
No. 604 


11% in. case of die-cast 
metal, gray enamel fin- 
ish. Shackle is of case- 
hardened steel, cadmium 
plated. Packed 1% dozen 
in a box. Suggested re- 
tail price 50c. 


154, in. case of die-cast 
metal with green lacquer 
finish. Steel shackle is 
cadmium plated. Packed 
Y, dozen in a box. Sug- 
gested retail price 50c. 





@ Sell These Volume-Builders + See Your Jobber + Or Write To Us Direct 





THE YALE & TOWNE MFG. CO. 
STAMFORD, CONNECTICUT, U. S. A. 
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, YOUVE SOLD REPUBLIC STEELS 





® That line of shovels which you sold so fast 
last summer — that new casting rod that had 
the local Isaac Waltons so excited — that new 
washing machine with the enameled tub that 
changed so many prospects’ minds — that 
window display of Enduro kitchen utensils 
that brought so many new women customers 
into your store—in these and countless other 
items you are now selling Republic Steels. 
It is this foresight on the part of many man- 
ufacturers that enables them to place on 
your shelves products that you can sell 
without fear of them coming back —to 
customefs who will come back. 

Use the same foresight yourself when you 
buy the“bread and butter” 
hardware items — pipe, 
sheets, nails, bolts, nuts, 
rivets, wire. Sell them to 





your customers with the same assurance of 
satisfaction that you sell other items made 
of Republic Steel but fabricated by other 
well known manufacturers. Because they 
are the same high quality steels — made in 
the same plants—the product of the same 
research—all are basically correct from a 
metallurgical standpoint. 

Many hardware jobbers stock Republic 
pipe and sheets in steel, copper bearing 
steel and rust-resisting Toncan Iron; also 
Republic nails, wire and wire products and 
Upson Quality bolts, nuts and rivets. Let us 
give you the name of your nearest distrib- 
utor so that you may specify and be certain of 


receiving Republic products when ordering. 
) 


Republic Steel 


OLftO¢bAALO8 
GENERAL OFFICES .. . CLEVELAND, OHIO 
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aLIMAX 























: Climax CLEANER MF6- 


= CLEVELAND, 0,U.S.A- i] 





CLIMAX is packed in the 
BLUE can. 


Window displays and 
leaflets supplied free. 
Make use of these 
Sales Tonics. 


CLIMAX 
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J ote Women. 


35" clean thevt walh with 
CLIMAX 
dusthandin 
CLEANER 


MERICAN housewives have learned, over a 
third of a century, that CLIMAX is always the 
cleaner of dependable quality. Other brands may 
come and go—experiment on you and your cus- 
tomers with new formulas, new catch-phrases. 
CLIMAX, because it has the right ingredients, the 
right processing, remains the leader in popularity 
as in quality. 




















CLIMAX cleans papered, painted or textured 
walls, tapestries, and window shades -— quickly, 
inexpensively, safely. It gets all the dirt the first 
time over. = 


When you recommend CLIMAX to your trade, 
you get no come-backs. It's the nationally adver- 
tised, nationally accepted brand. And it's priced 
for generous profit to you. Lay in your spring 
stock NOW-it's a seasonable item. “When they 
want it—they want it!” 


The Climax Cleaner Mfg. Co., Cleveland, 0. 


WALL CLEANER 
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A Great New Line of DE LAVAL 





6,000,000 machines have been made. 


better quality. 


place of business. 


Easy Payments March ist 


This Contest, which runs from January 10th 
to March 3lst, 1938, is open to any farmer, or 
member of his family, having one or more 
cows. Even though you do not use a cream 
separator you are invited to enter. Prizes will 
be given for the best answers to a question 
which is shown on the“Official Entry Blank and 
Rules for De Laval Contest,” which can be ob- 
tained only from the local De Laval Dealers. 

Prizes will be divided as follows: $1000.00 
for the best answer; $750.00 for the second 
best; $500.00 for the third best; $250.00 for 


De Laval Junior Separators 
A lower priced quality line of 
European made De Laval Sepa- 
rators ranging in capacity from 
150 to 500 pounds per hour. 
They are quality products in 
every respect, and are the 
best low-priced separators 
that can be obtained. 





NEW YORK 
165 Broadway 











ERE is a wonderful new line of De Laval 
Separators — the best in 60 years of 
De Laval leadership, during which more than 


With increased separating capacity, combined 
with greatest skimming efficiency, these new 
De Lavals will separate more milk in less time, 
with less effort, and produce more cream of 


They have many new features and improve- 
ments, and are easier to turn, operate, clean and 
wash. Likewise they are the most beautiful cream 
separators ever made, having graceful, trim 
lines and glossy-black, porcelain-like durable 
enamel finish with modernistic decorations. 
Made in four sizes: hand, electric or belt 
drive. See them at your De Laval Dealer’s 


Get Your De Laval Now— Start 


Special terms which De Laval Dealers 
are now offering enable you to get a new 
De Laval immediately for a small down 
payment, and free use of it until March 1st. 
Then start extremely liberal and easy pay- 
ments, which in many cases your new 
separator will earn from butterfat now be- 
ing lost. Same terms apply on milkers. 


« « ANNOUNCING THE » » 
NEW WORLDS STANDARD 


DE LAVAL SEPARATORS 

































Enter the De Laval Contest 


$3500.00 IN PRIZES 


the fourth best—and ten additional prizes of 
new No. 14 De Laval Separators. 

In order to answer the question shown on 
the Official Entry Blank it will be necessary 
for you to see a New World’s Standard 
De Laval Separator, which is now on display 
at many De Laval Dealers’ stores. Write your 
answer on the back of the Entry Blank and 
mail to the De Laval office. If you do not 
know the name of your De Laval Dealer, or if 
he does not have a new De Laval on display, 
write nearest office below. 


De Laval Miikers 

More De Laval Milkers are 
now in use the world over than 
any others. hig i milk better, 
faster, cleaner than any other 
method. Made in a variety of 
sizes and styles for milking 
one to 1000 or more cows. Can 
be obtained on such liberal 
terms that it will pay for itself, 





THE DE LAVAL SEPARATOR COMPANY 


CHICAGO 
427 Randolph Sz. 


WORLD'S LARGEST MANUFACTURERS OF SEPARATORS AND MILKERS 


SAN FRANCISCO 
61 Beale St. 














Above is shown reproduction of an advertisement which is now 
appearing in all leading farm and dairy papers of the country. 


SEPARATORS 


and MILKERS 
backed by 


NEW and FORCEFUL 
SALES PLANS 


HE New World’s Standard De Laval 

Series Separators, recently an- 
nounced to dealers, are being acclaimed 
everywhere as the finest separators 
De Laval has ever made in 60 years of 
leadership. 

In addition, there is a new line of 
Electro Separators, ideally adapted for 
use in large dairies or small milk plants; 
and completing the De Laval Line, the 
De Laval Junior Series—low priced 
quality separators especially designed 
for the user with but a few cows. 

These three lines offer De Laval 
Dealers the best, most complete and 
broadest line of separators that can be 
obtained. 

De Laval Milkers, everywhere ac- 
knowledged as being the world’s best, 
have likewise been improved. They con- 
sist of two types: the famous Mag- 
netic; and the Jtility, specially de- 
signed for smaller dairymen or for those 
to whom low first cost is essential. 
These milkers give dealers the best and 
broadest line in this field. 

Not content with developing the fin- 
est products in its history, De Laval is 
also giving dealers the advantage of 
new and forceful sales plans, one of 
which is the De Laval Contest, men- 
tioned, in the accompanying advertise- 
ment and now being run in all the lead- 
ing farm and dairy papers. This Con- 
test, which is built entirely around 
De Laval Dealers, is certain to prove 
a magnet which will pull customers into 
the dealer’s place of business. 

In addition, De Laval has a very in- 
teresting plan for dealers and dealers’ 
salesmen, full details of which may be 
obtained from the nearest office below. 

Opportunities for the sale of De Laval 
Separators and Milkers were never bet- 
ter, nor can any dealer obtain a line of 
merchandise which will give him more 
profit for capital invested; bring more 
prestige to his place of business, and 
create more good will. 

If you are interested in tying up 
with De Laval with these new products 
and new sales plans, please get in touch 
with our nearest office. 


THE DE LAVA!. SEPARATOR CO. 


New York Chicago San Francisco 
165 Broadway 427 Randolph St. 61 Beale St. 
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ANNOUNCING THE 3 
DISTRIBUTOR AND [ 


THE ONLY TABLE-TOP REFRIGERATOR 
THAT OFFERS MERCHANTS 
WET OR DRY STORAGE 
AT LOWEST PRICES IN INDUSTRY 


NOW ! — Brunswick offers to distributors and dealers, a 
new and proven idea in commercial refrigeration—an idea 
which opens up a tremendous new source of sales and profits. 


Every retailer in the country who 
serves or sells foods or beverages is a 
potential buyer of the Brunswick Blue 
Flash Table-Top Electric Refrigerator. 

Already, Drug Stores, Grocery and 
Food Markets, Restaurants and Road- 
side Cafes, Meat, Fish and Poultry 
Markets, Creameries and Dairy 
Stores, Amusement and Recreation 
Places, Fruit and Vegetable Markets, 
Delicatessen Stores, Candy Stores, 
Service Stations, Bottled Beverage 
Outlets and dozens of other busi 
ness classifications have learned that 


their sales go up — their costs 
come down—their profits get big- 
ger when a Brunswick Blue Flash 
is installed. 

Practically every merchant on 
Main Street needs a Brunswick Blue 
Flash! There are over a million of 
these types of business in the United 
States, and they do a volume of over 
TWELVE BILLION DOLLARS a 
year. Here’s your opportunity to sell 
this new and profitable line in your 
territory—to a huge, responsive, and 
totally new market! 





MODEL B. For smaller space, this table-top model 
meets every need. Its single tank can be used Wet or Dry 
In addition it has a side door dry storage compartment. 


T O P 





TA BLE - 


7 REASONS WHY THIS NEW IDEA 





f°) | 1 TWO, REFRIGERA. 
’ TORS IN ONE—WET 
OR DRY STORAGE 


Merchants want the Brunswick Blue Flash 
because its on-the-top compartments may 
be used Wet or Dry. Models B and D have 
an additional special side-door dry storage 
compartment for storing meats, foods and 
oo dishes, with a capacity of 5% cu. 

(gross)—-practically the equivalent of a 
household refrigerator. 


NEW ENGINEERING PRINCIPLE PER- 
MITS TABLE-TOP CONSTRUCTION 


The exclusive, patented Brunswick method 
of refrigerating all sides and the bottom of 








the tin plated virgin copper tanks, makes 
Wet or Dry storage possible, and at the 
same time permits the popular table-top 
construction. 


ALL WHO SERVE OR, SELL FOODS 
OR BEVERAGES WANT IT 


The Blue Flash refrigerates perfectly, cuts 
down spoilage, and lessens dehydration. 
Easy to use. Just slide the top and reach in! 
The cold stays in even when the top is open! 


4 SAVES VALUABLE SHELF SPACE 


Conserves display space and shelf space 
for merchandise. Merchants can use it as a 
counter, as a table, or as an island display 
and to display ‘‘specials’’ on the table-top. 


COSTS LESS — PAYS FOR ITSELF 
OUT OF INCREASED PROFITS 


The Blue Flash costs less than any present 
method. It stops ice bills, ice mess, cooliny 
failures and costly spoilage. Prevents dis- 
gruntled customers, lost business and lost 
profits. Finally, it has the lowest current 
consumption and fastest cooling speed of 
any refrigerator. 


ONLY THE BLUE FLASH OFFERS 
ALL THESE ADVANTAGES 


@ APPEARANCE — Distinctive Cool 
Blue @ Baked Enamel Finish @ Modern Styl- 
ing @ Stainless Steel Covers. 


@ CONVENIENCE ~—- Proper Height e 
Easy Sliding Covers @ Concealed Drain e 
Large Cap Remover. 


* EFFICIENCY— Greater Capacity e 
Faster Cooling @ Positive Temperature 
Control. 


@ DURABILITY — Massive Steel-Con- 
structed Frame @ Moisture-Proof Sealed In- 
sulation @ Seamless, Protected Copper 
Coils ¢ Oversized Motor and Compressor. 


“TORTURE-TESTED” AT 110° IN 
HOT ROOM PROVING GROUNDS 


In the Brunswick ‘‘Hot Room Proving 
Grounds’, with a 110° temperature, the 
Blue Flash is put through “Torture Tests’’ 
in dry and humid atmospheric conditions, 
equalling the extreme temperatures found 
in various parts of the United States. 
Every Blue Flash must pass all tests 100%. 
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1938 BRUNSWICK 
DEALER FRANCHISE 


MODEL D. Anextra- er ty, table-top refrigerator with two stor- 
Wet or Dry. This mode! also has the 
additional advantage of the side door dry storage compartment. 


age tanks which may be use 





MODEL F. Three storage tanks on top for Wet or Dry storage—a model 
with the greatest capacity and fastest cooling performance of any refriger- 
ator on the market. This model has no separate dry storage compartment 





ELECTR 


EVERY BLUE FLASH REFRIGERA- 
TOR IS CERTIFIED 
A certification of performance accompanies 


each Blue Flash model shipped to the trade. 
An exclusive Brunswick Blue Flash feature. 


THREE MODELS COVER EVERY 
RETAIL REFRIGERATING NEED 
The Brunswick Blue Flash Line is complete. 
It meets the needs of the smallest and the 


largest retailers. You can sell your cus- 
tomers one unit or a battery of several. 


1 BACKED BY 93 YEARS 
ENGINEERING EXPERIENCE 
The name Brunswick has stood for stability, 
integrity, and dependability for 93 years. 
Today, the Blue Flash Table-Top Electric 


Refrigerator represents a culmination of all 
those years of manufacturing experience. 


l THIS NEW IDEA HAS PRODUCED 
SENSATIONAL SALES RESULTS 


Before making this announcement, this new 
Brunswick Exclusive Franchise, this new 
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idea was thoroughly tested and proved. 
Through forty Brunswick branch offices and 
a few test points in the regular trade chan- 
nels, thousands of Blue Flash Refrigerators 
were sold. 

From one city alone, five thousand 
Brunswick Blue Flash orders were receiv- 
ed! Sales during four months of 1937 
were greater than the whole year of 1936! 


1 A SUBSTANTIAL MARGIN OF 
PROFIT FOR YOU 


The Brunswick Blue Flash Franchise not 
only offers you an opportunity to tap a huge 
new market—but it also offers you a gener- 
ous margin of profit! 


13 POWERFUL SELLING HELPS 


A dramatic, illustrated, sales presentation, 
allin one portfolio, makes selling easier for 
your salesmen. A convincing and effective 
sales promotion plan, new selling ideas, and 
a great new finance plan, furnish powerful 
selling ammunition for your organization. 


GERATOR 


OFFERS BIG PROFITS TO YOU! 


14 A NEW AND DIFFERENT 
ADVERTISING PROGRAM 


A special portfolio explains and illustrates 
the unusually forceful advertising cam- 
paign for merchandising and selling the 
Brunswick Blue Flash. This covers complete 
details on trade publications and co-oper- 
ative advertising. 

Pe 


4 


LEARN HOW YOU CAN 
QUALIFY FOR A BLUE FLASH. 
DISTRIBUTOR AND DEALER 

FRANCHISE 


Write for Full Particulars 


Full details relative to prices, dis- 
counts, r plan, fr agree- 
ment, complete facta will ‘be and 
other pertinent facts be fur- 


nished. Address A ce Division, 
The Brunswick- rike-Collonday 
Company, 627 — Wabash Ave., 
Chicago, ; 





Westinghouse 





his the Sensational MEW 
MEAT-KEEPER 


The BIGGEST SELLING 
ADVANTAGE in the 
1938 Refrigerator Field 


For the first time — a place to keep 
meat — and keep it RIGHT! That’s 
the verdict of dealers—-and users 

on the new Westinghouse MEAT 
KEEPER. All-porcelain, covered, 
ventilated — large size ——- convenient 
to use-—properly located for low 
temperatures —— it’s the sales sensa- 
tion you can ride to bigger volume 
and easier sales right through 1938. 


With the GREATEST 
REFRIGERATOR... 
..the GREATEST 
SELLING PROGRAM! 


This year’s Westinghouse line is even 
greater than last year’s winner of the 
world’s largest refrigerator order 
the P. W. A. Housing Division pur 
chase on lowest 10-year cost! With a 
new 1938 product goes a bigger Prov 
ing Kitchen program. Also a new and 
bigger advertising program including 
a 4-color national advertisement 
every week during your heaviest 
sales season. Get details from your 
Westinghouse distributor or write us 
direct. Westinghouse Electric & 
Manufacturing Co., Department 852, 
Mansfield, Ohio. 











New tests in home Proving 

Kitchens show food-saving 

time-saving, money-saving 

greater than ever. Watch 
for details 
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swING AHEAD WITH THE NEW 1938 
Westinghouse “4 Refrigerator 
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Attractive, strong, metal boxes are now standard 
containers for Star “Moly” and Star Tungsten 
Hand Hack Saw Blades! 

To the metal-cutting field and its suppliers, this 
innovation is the greatest advancement ever made 
in the packaging of hack saw blades, and it has 
remained for Clemson to introduce a quality box 
for a quality hack saw blade. 


CLEMSON BROS. inc. 


Middletown, N. Y. 

















SMART...IN MORE 
WAYS THAN ONE 


Smart and distinctive in appearance, these new metal boxes 
bring added values to the famous Star Hack Saw Blades. 
These modern lithographed containers keep Star Blades in 
perfect factory-to-user condition ...are a stronger, more 
durable package . . . make blades easier to handle. Old- 
fashioned, readily worn and torn cardboard containers now 
become obsolete . . . damaged and lost blades are a thing of 
the past... no more clumsy sliding and broken-end boxes. 


A convenient double-hinged, double grip-lock lid gives 
instant access to the blades and a permanent, full color, litho- 
coated finish keeps all printing clear and legible. They are 
not affected by dampness, dirt, grease or dust and can be kept 
clean always. On the inside of the lid are printed “Suggestions 
for the Proper Use of Hack Saw Blades”, and on the bottom 
are “Cutting Instructions” for proper blade selection. 


These new boxes appecI to all who see them .. . protecting 
blades until used and make a handy container afterwards for 


miscellaneous use around shop or home. 

















A GREAT SALES BOOSTER 


Clemson's smart, sturdy, new metal boxes are the 
biggest blade-selling aid ever offered, and the 
only innovation in packaging since the introduc- 
tion of the hack saw blade more than half of a 
century ago. 

These colorful metal containers will stimulate 
sales. They are easier to open and will entirely 
displace the old-fashioned cardboard boxes 
which were readily damaged through wear and 
tear, and by ends breaking out. They save time 
and money by eliminating transfer of blades from 
damaged boxes and avoiding confusion of stock. 








They also take less space and stack better on 
your shelves. In addition, you can pass along to 
your favorite customers the idea of the conve- 
nience of these sturdy metal boxes after the 
blades have been used. Every machinist has need 
for one ... in the shop for miscellaneous light 
tools, nuts, rivets, washers, etc. ... at home for an 
“odds-and-ends” box. 

Clemson has again pioneered . . . Star Blades 
now have the plus value of modern packaging. 
You'll sell more of the best blades in their new 
and better box! 
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DONT CARRY ANY. 


APBBNX WERE 100% 


gf * FLORENCE 


 .f¢ ->- 
ss 
XK &@ 


cf 











Cut loose on your prospects with both barrels! Florence 
offers top-notch lines of oil ranges and gas ranges— 
models for every need and pocketbook. 

The sensational TDS Table Top Oil Range is a knock- 
out for smart styling, dependability, and pocketbook ap- 
peal. The women will go for its swanky streamlining, its 
glistening porcelained finish. They’ll want the big, enam- 
eled oven with its rock wool insulation and Fingertip 
Heat Control. .... 

If the prospects call for a smaller oil range, the nifty 
new T3 Model will sell them on looks and economy. 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, II1.; 
Sales O ffices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas, San Francisco. 


JANUARY 13, 1938 











with FLORENCE Oil Ranges and Gas Ranges 


And if they prefer gas to oil, you have all the answers 
in the splendid line of Florence Gas Ranges: up to the 
minute in style, with features that the ladies go for, and 
values that appeal to the menfolk. Starting with Table 
Top Models you can trade-up to the handsome 723, a de- 
luxe job with Balanced Cooking Top and all the “fixings.” 

Load for big game this season with Florence, the line 
that is nationally advertised—and bag all comers, from 
town or country. 


One thing more— Florence now has a new Electric 
Range! See our representative, or write for literature. 
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CHAMPION ICE-MAKER: | 
1938 KELVINATOR! 


READ—AND WE BELIEVE YOU’LL AGREE: THIS ISA 
DEVELOPMENT THAT RATES WITH THE GREATEST 
SINCE ELECTRICAL REFRIGERATION WAS BORN 


ET YOURSELF for the big news about 
Kelvinator for 1938! 


It’s the biggest thing we've ever put be- 


) fore the industry. The greatest product . . . 


the most powerful advertising program. . . 


(n absolutely brand-new, revolutionary 


| idea in LOCAL, ON-THE-SPOT advertising 


for each dealer... plus SALES SUPPORT 
and active SELLING HELP never before 
equalled! 

Literally, the greatest co-operation be- 
tween manufacturer and dealer since the 
electric refrigerator business was born! 


Look at the Product! 
When we call the new 1938 Kelvinator 
the Champion Ice-Maker, we mean every 
word of it! 

Its new, sealed, super-silent Polar Power 
Lnit is so efficient and economical, it de- 
livers 72 big ice cubes for I¢ (figured at the 
national average rate for electric current). 

But that’s only one among many new 
features Kelvinator has to offer in 1938. 
There’s more—lots more—in the list over 
on the opposite page. Read it. And still 
more not even mentioned there that you'll 
have to see to appreciate. 


Look at the Advertising ! 


In short, we’ve got a refrigerator here so 
grand that no advertising technique ever 
used before was good enough to show it. 

So we had to invent a new one—a brand 
new way of glorifying a refrigerator in pic- 
tures... telling a whole sales story in pic- 


tures... that will be one of the biggest 


wallops of the year! 


And how we're going to use it! Full pages 
... full color... a full schedule running 
continuously in the most influential maga- 
zines in the country. Full pages in color in 
the Sunday sections of city newspapers— 
plus a big campaign in dailies—all listing 
dealer names! 


Smashing, fighting, power-house stuff— 
built to make sales. 


Look at the Sales Support! 
Every bit of this pointed right straight to 
YOUR door—where you'll be prepared to 
meet it with the greatest sales-closing force 
ever put into the hands of any refrigerator 
dealer. 

Because we've got a plan for you that 
will do the business! 


It includes INDIVIDUALLY TAILORED 
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local advertising ... over your OWN name 


- in the newspapers which YOU PICK 


YOURSELF. 


I:ven more important... It includes a 
SALES-CLOSING program that’s the hot- 
test thing going, today. You never saw so 
many tested and approved sales-training 
. carefully 
planned seasonal selling campaigns! Or 


materials . . . door openers . 


more generous customer financing plans. 


And there’s plenty more! Absolutely 
everything you need to go to town in 1938 
—in a hig way! 


Act Now! 
See the new Kelvinators and get the full 
1938 story from your nearest Kelvinator 
distributor. Or write, Dept. HA-1. 


DIVISION OF 
CORPORATION 
Detroit, Michigan 


KELVINATOR, 
NASH - KELVINATOR 


Plymouth Road 
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“YOU SOLD HIM HEX-CEL 
NETTING FOR HIS WHOLE 
CHICKEN FARM. HOW 
DID You Do IT 2" 


area 
| or 


= ‘JUST SHOWED HIM THE 
Mm DIFFERENCE-HE COULD 
, oy SEE WHY IT 
me IS BETTER” 





U-S*S AMER 
POULTRY NETTING 


merican Brands: Hextraline, Straightline 





A Simple Demonstration 
Sells More Poultry Netting — 


1 UNROLL SOME ORDINARY 
NETTING. 
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3 JUST LOOK AT THE 
DIFFERENCE! 


Your customers can’t miss it. Right away they 
will see that Hex-Cel is the netting they want. 


It lies as straight as a carpenter’s square—flat 
as a pancake. No kinks-—no bulges. Edges are 
true and even. Cells are in perfect alignment. 











EX-CEL sells better because itis better-known. 

It keeps customers satisfied because it is easy 

to erect—because it stays so tight and straight. 
Yet it costs your customers no more than ordinary 
netting. Check up on your stock of Hex-Cel now. 
U-S-S American Wire Products for the farm are 
available for prompt shipment from our mills and 
warehouses and from nearby jobbing stocks. Write 


us direct or see your jobber. 





AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham, Ala. 
COLUMBIA STEEL COMPANY, San Francisco 


United States Stee! Products Company, New York, Export Distributors 


UNITED STATES STEEL 











650,000 BOYS AND GIRLS! This year more than 


2,000,000* boys and girls in this country will celebrate 
their 8th birthdays—the beginning of the bicycle age! Of 
this number, we estimate 650,000 are members of fami- 
lies able to buy bicyeles! Therefore, your prospects for 
1938 include a brand new market of 650,000 boys 


and girls eager to own their first bikes. 


BERL RE EOS TE ee et 
PLUS 3,000,000 BOYS AND GIRLS! This year the 


number of boys and girls in this country between the 
ages of 9 and 18 will total more than 24,000,000*! Of 
this number, we estimate 8,000,000 are members of 


families able to buy bicycles. Only 5,000,000 of this group 





own bicycles, leaving 3,000,000 prospects unsold! The 
year 1938 offers you,then, an added market of 3,000,000 
boy and girl prospects between the ages of 9 and 18! 


PLUS— 11. large number of men and women over 
18 years of age who are commencing to 
appreciate that bicycling is a lot of fun, won- 
derful exercise, and the cheapest form of 


» transportation there is. 





*Department of Commerce figures. 


A TREMENDOUS ARMY OF READY-T0-BUY PROSPECTS 


CYCLE ) TRADES OF AMERICA, INC. 


EXECUTIVE OFFICES CHANIN BUILDING NEW YORK CITY 
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ARNOLD, SCHWINN & CO. 


Introduces... THE SCHWINN 
KNEE-ACTION SPRING FORK 


































* . 


A Revolutionary 
Improvement | 
Riding Comforth 


Every Demonstration\” ? 
A SALE! 


* if 


Another startlingly new, necessary 
and practical Schwinn feature. 


This fork will be a bigger sales 
producer than the Schwinn Fore- 


Wheel Brake, the Cycelock or the 
Balloon tire. —_ 


Mr. Dealer: Can you tote be 
without this sales stimulating busi- 
ness getter in 1938? 


Get on the band wagon NOW and 
benefit by This and Other Exclu- 
sive Schwinn Features. 


Order a sample from your jobber 
today! 





CONCEIVED, DESIGNED, ENGINEERED, MANUFACTURED AND GUARA’ 


ARNOLD, SCHWINN & CO. « CHICAGO, ILLINOIS 


SCHWINN KNEE-ACTION SPRING FORK PATENT APPLIED FOR 
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NESCO GARBAGE CANS! 
Quality Galvanized Garbage and Ash 
Cans that will increase your sales 
volume! Heavily constructed with ex- 
tra deep vertical corrugations for 

rigidity and extra life! 


7 
NESCO GALVANIZED SPRINKLER! 


A sturdy, well made sprinkler that is 
proof against rust and hard usage. 
Of copper bearing steel, hot dipped 
galvanized to give long durable life! 


SPRING PROFITS GROW RAPIDLY WHERE 
NESCO SEED 1S PLANTED 


The “seed” we speak of is a carefully selected 
stock of Nesco Galvanized Ware with which to 
meet spring demands. Prepare well in advance 
for your spring business by ordering Nesco 
Galvanized Ware knowing that your customers 
will buy merchandise that offers the most ser- 
vice per dollar. They'll recognize the quality of 
Nesco Galvanized Ware. They'll appreciate the 
heavy copper bearing, rust resisting construc- 
tion of Nesco Ware that means greater con- 
venience and longer life. 

NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 449 N. TWELFTH STREET MILWAUKEE, WIS. 


Factories and Branches: Milwaukee — Chicago — New York — Baltimore 
— Philadelphia — Granite City, Illinois — San Francisco — Dallas 


WORLO’S LARGEST MANUFACTURER OF HOUSEWARES SQ [==] \ $4 Os, ws ST OCTINWARE © GALVANIZED WARE © ELECTRIC 
~ ot 
INCLUDING ENAMELED WARE « JAPANNED WARE « J \ ih-—n A APPLIANCES » KEROSENE RANGES AND HEATERS 
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At Pittsburgh 


At Chicago 


WILLIAMJPENN 


HOTEL 


Room 


451-453 


Ss 


10 to 18th inc. 


Jan. 


Jan. 9 to 15th inc. 





ER-FEATURES — see next page 
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8 STRAIGHTS—7 TAPERS—2 FANCY RINGS 


The new line of Corning Tumblers includes the following 
straight sizes: 5 ounce, 6 ounce, 7 ounce, 8 ounce, 9 ounce, 9 
ounce tall, 10 ounce, 12 ounce. 

As America’s most complete line of Taper Tumblers, Corning 
offers you the following sizes: 5 ounce, 6 ounce, 7 ounce, 
8 ounce, 9 ounce tall, 10 ounce, 12 ounce. Also 5 and 9 ounce 
Fancy Ring Tumblers! 





N°” you can offer tumblers designed and 
duced to meet your customers’ requirem 
for perfect glasses. A new Corning process maj 
possible a revolutionary line of Corning Tumby 
—with 8 new super-features. 


Ree ee ee nel 


1. THINNER 6. BETTER BALANCE 

2. MORE DURABLE 7. PRECISION MADE 

3. CHIP-RESISTANT EDGE 8. MADE BY FAMOUS CORNING 
4. MORE BRILLIANT GLASS EXPERTS UNDER NEW 
5. LIGHTER PATENTED PROCESS 


Pre-tested by asking hundreds of future us 


Every step in the making of these new tumblg? 
was pre-tested through actual scientific tests. Hi 
dreds of typical users were asked what qualiti” 
they wanted most in tumblers. They listed the eigg 
features shown above. Corning engineers bi 
these glasses to those specifications. Hundreds) 
designs were tested, from Corning and Macht 
designers as well as famous outside studios. 
Corning tumblers offer a new and exciting sales: 
portunity for 1938. Be first in your locality to hs 
a full assortment. Order from your jobber no 


New designs to help sales 


Corning Tumblers open a new chapter in gli 
ware design. New and attractive patterns, design) 
by Corning and Macbeth Studios in cooperati 
with nationally known outside artists. Pre-tes’ 
to make sure women like them. Ask to see the 
new tumblers—they represent sales opportuniti 
Corning Glass Works, Corning, N. Y. 
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ATRAINLOAD OF SELLING IDEAS ! 


A TRAINLOAD OF se 


Now headed for 36 fac 










LLING IDEAS! 
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Frigidaire Speeds on with its Most Sensational Refrigerator and 
Range Sales Program — Built on Facts 


®@ Frigidaire is on track with throttle wide open. Speed- 
ing to more and greater sales goals in 1938! Out in 
front of all with the new sales-compelling plans to be 
released immediately in thirty-six factory -conducted 
sales conventions throughout America, and a line of 
new products that have already won the acclaim of 
dealers and customers everywhere. 

Ready now for the Frigidaire selling organization is 
Frigidaire’s smashing sales program built on facts—a 
program tuned to the times, selling themes daringly 
conceived and brilliantly executed because Frigid- 
aire’s products can back them up! The 


JANUARY 13, 1938 







EBM 
Yean ever with Prigidatse in 19381 


soundest, most direct, easiest profit-making sales plan 
Frigidaire ever developed! 

Advertising that headlines these powerful resistance- 
breaking themes — biggest use of national advertising 
space ever—more factory-paid advertising in retail 
media—a most all-inclusive coverage plan to reach 
prospects —all balanced to sales potential—sure fire 
dealer help —attention-grabbing displays— dramatic 
demonstrating material—the most complete training 
program ever devised! 

FRIGIDAIRE DIVISION 


General Motors Sales Corporation, Dayton, Ohio. 
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The Easiest Cutting 





Pruner 





is 
Easiest to Sell 


Users everywhere demand the easier, 
smoother cutting “Snap-Cut” pruners 
— you can now offer them in 3 
GRADES at a range of prices to fit 
every purse. National advertising, new 
attractive finishes and display pack- 
ages, plus the world’s finest pruning 
tools will bring you easier sales at 
extra profit. 





WRITE FOR INFORMATION ON THIS 


INTRODUCTORY SALES DEAL: 
OF 


The Sales Deal consists of a handsome, three-color display, a FREE 
pruner, and an ample supply of advertising material—all included 
with fourteen quick selling “Snap-Cut” pruners retailing at between 
$1 and $2 each; total retail value, $19.50; total dealer cost only $12 
—profit for you of $7.50! (6212%.) 





This assortment contains all the pruning shears you need to give 
your customers the best at prices all can afford. Why stock in- 
ferior, hard-to-sell pruners, when you can obtain this quick-selling, 
nationally advertised line! 


WRITE today for information about the new “Snap-Cut” Pruners, 
Pruning Shears, Long Handled Pruners, Tree Trimmers, Grass 
Shears, Hedge Shears, etc., etc. 


SEYMOUR SMITH & SON, Inc., Oakville, Conn. 


SALES REPRESENTATIVES: JOHN H. GRAHAM & CO., Inc., 113 Chambers St., New York City; 268 Market St., San Francisco 
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Thass eia profit 


ON EVERY EDGED TOOL SALE”... say hardware dealers 





HOW ABOUT 
A CARBORUNDUM 
SHARPENING STONE 
FOR YOUR HOME 
WORKSHOP? 


EXTRA PROFITS EASY...WITH CARBORUNDUM BRAND SHARPENING STONES 


Every time you sell a chisel, plane, gouge, draw knife It’s easy to tie up edged tool sales with Carborundum 
or other edged tool... sell a Carborundum Brand Brand Sharpening Stones. That’s because the name 
Sharpening Stone to go with it. “They Carborundum is so well known for high 
give you an easy extra profit” say up-and- CAR BO RUN DUM quality abrasive products. These sharpen- 
Y 3 : ABRASIVE RODUCTS ‘ > 2 ' 
coming hardware dealers everywhere. ing stones actually sell on sight! 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


REG. U.S. PAT. OFF. 
Sales Offices and Warehouses in New York, Chicago, Philadeiphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of The Carborundum Company ) 


JANUARY 13, 1938 
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With the turning of the old year into the new, 
and with the rapid expansion of rural electrifi- 
cation to continue throughout 1938, running 
water will become more important and more 
sought after than ever before. 








Myers Water Systems—motor or engine powered 
—will again be tops with dealers the country over 













and thousands of them will be sold and installed QYQotagger 
in all sections of the country. _ FIG.2700 


If you are not a Myers Dealer, or are not familiar 
with the Myers line of Water Systems with its 
many advantages, write or wire us for catalog and 
complete information. 
















/ FIG. 2872 
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—e THE F.E.MYERS & BRO.¢o. wnans 


ASHLAND, OHIO U.S.A. 


PUMPS-—WATER SYSTEMS — SPRAYERS — HAY TOOLS -DOOR HANGERS 
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MORE ICE CUBES ...MORE FOOD CAPACITY...™MORE 
preservation of natural food flavors ...MORE hot weather 
dependability ... MORE every-day convenience . .. MORE 
beautiful design ... MORE of everything your customers 
want...and urged ahead by a National Advertising and Sales 
Promotion Plan that gives MORE of everything YOU want! 


Inquire! Get set now for YOUR biggest year in Gibson’s 
biggest year—1938! GIBSON ELECTRIC REFRIGERATOR COR- 
PORATION, Greenville, Michigan. CHICAGO: American Fur- 
niture Mart. Export Sales Department: 201 North Wells St., 
Chicago, U.S.A. Cable Address: Gibselco, Bentley Code. 


GIBSOYV 


THE FREEZ’R SHELF REFRIGERATOR 


Joseph Leberer, wholesale man for the Joseph Strauss Company of Buffalo, presents the Leonard 
plans to T. S. Rosinski, of the Rosinski Furniture Company, Lackawanna, New York 


FLASH!_“It’s a hot line!” 


NEW, SILENT, SEALED “GLACIER” UNIT 
... with tremendous power reserve . . . 
an absolute marvel on economy and 
operating efficiency. 


Por ee “ICE POPPER” CUBE 


fast, sure... sells itself 
as swiftly as it snaps out cubes. 


a.  palgag = Soot STEEL “ZERO- 
FREEZ - Squeezes more cold (and 
ice) co Pad a minute’s running-time 
than anything you’ve seen yet. 

“FOOD FIT’ SHELVES...A shelf-adjust- 
ment for each inch of food-compart- 
ment height . . . handle anything. 


FAMOUS “MASTER DIAL”... 
tops in exact cold control. 


still 


“LEN-A-DOR” PEDAL . . . door opens 

at a toe-touch . . . and that one great 

feature sells a tremendous number of 

Leonards. 

THE LEONARD BUILT-IN THERMOME- 

TER instantly gives the exact tempera- 

ture of food compartment . . . easiest 

to see and read! 

FUE VEGETABLE BIN holds 14% 
ushels + @ space and money saver. 
NSIDE THE DOOR .. . real ARRANG- 

ING: SHELF a peals to any woman... 

because she K OWS she needs it. 

THE LEONARD CRIS™ER keeps green- 

groceries garden-fresh . . . and every 

woman knows it will save grocery- 
money for her. 


938 LEONARD 
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“THIS ONE ISA 





NAIURALS 





NO WHOLESALE MAN IN THE REFRIGERATION BUSINESS HAS 
EVER HAD A STORY LIKE THIS TO PRESENT TO A DEALER! 





It’s spreading like a 
prairie fire! 

It gets everyone 
who hears it . . . sees 
it... distributors... 
wholesale men... and 
now dealers! 





Why? Because prod- 

_ uct and plans are 

_, pitched for the peak 

iff profits . . . yet 

they’re simple and workable as a 
knife and fork on a juicy steak! 


FLASH! 4! based on something 


that’s never been done be- 
fore by any refrigerator. 


For almost a year . . . 609 women 
in 48 states have been testing this 
new 1938 Leonard on the job! 


They’ve proved it’s the most power- 
ful, economical and usable refrigera- 
tor on the market today! 


That’s selling-power! Everything a 
customer wants to know about this 
new Leonard is answered by a mass 
ofreal EVIDENCE. Facts—not guesses! 


FLASH! product itself is a 


* knockout! 


You know Leonard has always been 
able to hold its own . . . in any com- 
parison. This 1938 Leonard will be the 
toughest one anybody ever tried to sell 
against! 


Its big features are given here, in a 
boiled-down list you can go through 
fast. That tells you . . . this new 
Leonard is PLENTY HOT! 


FLASH! Leonard’s national adver- 


" tising campaign this year 
is designed as no other refrigerator 
advertising ever was before . . . ‘for 
ONE PURPOSE: 


TO BRING IN THAT STORE 
TRAFFIC .. . TO DELIVER THOSE 
PROSPECTS INTO YOUR HANDS, 
RIPENED AND READIED FOR THE 
SALE. 


Can’t give the details here . . . but 
it’s a $9,500 PRIZE CONTEST of an 
interesting kind that’s known to be a 
natural 


And they’ve got to come‘to you to 
get in on it. 


PLUS your own local advertising, 
keyed-up to anew pitch of “pull” and 
power. PLUS the keenest, surest-fire, 
most practical “complete bundle” of 
ACTUAL SALES-MAKING HELP you 
ever had! 


FLASH! Ready ‘for you right now! 


"You can see the 1938 

Leonard line . . . hear the whole story 

. - size up the plans and judge how 

they'll fit into, and reinforce your own 
1938 business plans 


It is a steel-riveted cinch*that YOU 
OWE IT TO YOURSELF to know 
where Leonard’s 
going in 1938. 

ee e 

Put it up ‘to your 
Leonard distribufor 
now, before the train 
pulls out. Or just let 
us know, here atthe 
factory: “All right, 
Leonard! I want *to | ¢etrigerstionsistrihe | 
take a look . . . quick.” | rover ed te si 





LEONARD, Division of Nash-Kelvinator Corporation, Detroit, Michigan 


Loggei Lotgatr yy, Kelaigerafers 
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Garage building shows wou 
decided activity! 


HE building of new garages and the 
rejuvenation of present structures 
has been activated by the ever-increasing 


production of automobiles 


Each succeeding year’s greater values, 
both in mechanical performance and in 
economy of maintenance, create new 
buyers for cars. The need for improved 
garage facilities for these finer auto- 
mobiles is correspondingly increasing. 


National Garage Door Sets 


represent the most advanced ideas in garage door manipulation, 
and the sets here illustrated comprise complete hardware for a 


first-class installation. 


The various parts of these sets have been designed and built to work 
together in perfect unison. ‘Friction and wear have been eliminated. 








No. 800H Garage Set 
a 


Fie} 


whey i! 


a) 





No. 801H Garage Set 





No. 801 Garage Set 


Your trade will be attracted to 
these quality sets that are so 
dependable in performance. 


We solicit inquiries from pro- 
spective National dealers. 


NATIONAL 
MANUFACTURING 
COMPANY 


STERLING - + + ILLINOIS 


National Builders’ Hardware is sold direct 
to the retail dealer—a policy that promotes 
quality, service and direct selling cooperation. 
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Another dealer reports “I have had the biggest fence business in 

fifteen years, thanks to Continental’s cooperation.” A third says, 
*All you have to do is drive around this section — you'll see in the 
neighborhood of from 300 to 400 Tyl-Lyke jobs we have sold in the 
Mast couple of years.” Still another dealer declares, “Nothing has ever 
been mailed to our customers that has been so much appreciated as the 
Continental Farm & Record Book, and for this reason we want to get 
One to every customer on our books.” 

Hundreds of Continental dealers have had similar experiences. The 
CONTINENTAL 83 LINE and the CONTINENTAL DEALER PRO- 
GRAM have brought results. In 1937 Continental mailings brought 
Over 30,000 farmer inquiries for dealers—specifying more than 200,000 
rods of fence, steel roofing for thousands of farm buildings, and many 
other products. 

The Continental dealer program is all set to do greater things for 
you in 1938. This program is fully explained in a new sales expansion 
plan for dealers. Get your copy now — no obligation. Just drop us a 
postal requesting 1938 Merchandising Manual. 


CONTINENTAL STEEL CORPORATION, KOKOMO, INDIANA 
PLANTS AT CANTON, KOKOMO AND INDIANAPOLIS 






Tri 


OR FARM AND HOM 


CONTINENTAL 


STEEL ROOFING 
AND SIDING 


“Drain Rite,’’ plain corrugated and roll 
roofing—all made from special analysis 


* steel or full copper-bearing steel . . . all 


carry a heavy zinc coating applied by 
the SUPERIOR galvanizing process. 


CARLOADS OF FENCE SOLD 


“but thats not half the story 


i. 











14 STYLES 


= 2, 3 and 5-"'V-Crimp,” ‘Aqua-Tite,” 


| > we 











aul... 


je 


ee nr ee 








@ An Atkins Saw stays on the 
job long periods between filings, 
turning out more work by keep- 
ing steadily at it. This is contin- 
uous performance, the finest 
quality you can buy in a saw. 
All the values put into Atkins 
Saws by our expert staff, equip- 
ment, and highly trained factory 
men come to you combined, in 
the speed of the “teeth that bite” 
—the power of each tooth as it 
strikes~and the stamina of 
Atkins Saw Steel—All summed 
up in two words, continuous 
performance. 
































Next time you choose a saw, 
remember what you really want 
most of all is reliable perform- 
ance, continuing when other 
saws are out of the running—So, 
ask for an Atkins. 


To those who will buy Atkins Saws 
for re-sale, their continuous per- 
formance for over 80 years as mer- 
chandise is impressive. Take it as 
an emphatic reminder to stock the 
dine in a full assortment of styles, 
sizes and prices.—E. C. Atkins and 
Company, 410 South Illinois Street, 
Indianapolis, Indiana. 








SAW TOOLS, MACHINE KNIVES, ETC 


“TEETH THAT BITE E. C. ATKINS AND COMPANY + INDIANAPOLIS, INDIANA 

























When sales begin to drag, you can 
open up people’s hearts by appealing 
to their outdoor instinct and can 
thereby open up their purses and make 
more sales. 


The Peerless Line of Folding Furniture 
is a stimulus for sales—to maintain 
quotas or to surpass them. 

So push Tucker’s Folding Furniture for 
outing and outdoor use. Consider these 
pocketbook items. 












This Peerless outdoor equipment is in- 
expensive to buy, easy to sell, and con- 
sists of goods that are delightful to 
both buyers and sel'ers. The buycr 
gets much enjoyment and can take ad- 
vantage of his love for the outdoors, 
and the seller makes a good substan- 
tial profit, with repeat business since 
the sale cf one of such items usually 
leads to more! 


Sell Tucker's Outdoor 


FISH-N-FLOAT Folding Furniture 
As Standard Equipment for Fishermen for 


Now fishermen can catch the big fellows in deep water, 


s 
floating there with arms free for fishing and legs suspended $pring and 


for propelling. FISH-N-FLOAT holds regular 6.00 x 16 




























Nationally 
Advertised 
and Publicized 
























innertube with tube permanently installed or with zipper $ 
or lace opening, if one prefers to furnish his own, Each ummer 
. float weighs only 4 lbs. Straps attached for carrying. 
. sensational item teal (Special foot paddles also available.) PROFIT$ 
















You can readily sell the Peerless movable canopies; made with var- 
Line of colorful, comfortable, folding nished (natural finish), lacquered 
furniture for homes, hotels, beaches, (red, blue, green, and orange) and 
boats, dude ranches, resorts, studios, enameled (white) frames, and painted 
apartments, etc. Our recliner is a stripe or solid color covers. Remem- 
most popular seller! Equipped with or ber, purchasers often buy such chairs 
without armrests, footrests, and re- in groups. 
The recliner shown is our No. 40FS (with recliner pad). For full deserip- ae Each recliner sold 
tions of recliners, see pages 10-11 of our new catalog. means a possible sale 


of a recliner pad. 


Sell the “SPARE” Idea ; A A 
with the TUCKER’WAY, 


This all-wood folding chair may be sold every- 
where for assembly, home, or office use. The sale T E N T N = 2S = 
of one usually means four or more. 















The TUCKER’WAY is easy to open and close When your interest is_ IN 
(with the foot), easy to “Tuck away” when out of TENTS, consider Tucker, the Tent- 
use, as it folds flat and requires but little space. A maker. Ours is a complete line 
most substantial and comfortable chair that will from a pup to a circus tent. All 
withstand rough treatment. kinds and sizes in stock or Tucker- 

Varnished (natural finish) also lacquered in Red, made to order. Write for special 
Blue, Green, Orange, and stained in Walnut. Sold tent catalog! 


single or in sections. Regular, Intermediate and 
Juvenile sizes. Sell individually, in groups, or rent 
for special affairs. 











Tueker’s Outing Furniture Opens Purses 


Get ready for another big outdoor niture, therefore, to FARE YE 
year! The demand for outing furni- WELL, and take advantage of the 
forthcoming Spring and Summer sea- 
son for “trailerites,” sportsmen, and 





ture is rapidly growing. Even in 
winter time there are ski camps, and 


This No. 3 Peerless Cot sets up 
rigidly and adjusts itself to uneven 


motorists. ° ’ : : 

: ground. Folds quickly and easily 
tents, cots, pads, chairs, and stools The Peerless is a complete line of into light compact bundle. May 
may NOW be sold. Push outdoor fur- folding camp furniture. also be sold as a “spare” in homes, 


to gymnasiums, golf clubs and for 
EMERGENCY USE IN FACTO- 









Samples sent to reputable dealers— Send for our 1938 catalog to check over RIES. And 
which merchandise may be returned our purse openers for the new year. . And as an accessory, sell 
or kept as part of order. Free! Write Dept. D-67 today! a pad with each cot! 








Tucker Duck & Rubber Co. 
“The House of Tucker” Fort Smith, Arkansas 
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DEALERS 
Who Sell 


COLUMBIAN 


Ever find it slow to figure the selling price of a hundred feet of rope when you sell it by 
the pound? That is one of the things the Columbian Automatic Chart instantly does for 
you. It has the added advantage of figuring mark-up on any article you sell. And it also 
gives you a complete strength and weight chart ior Columbian Rope. 


CALCULATES SELLING PRICE FOR ALL SIZES FROM 3/16” TO 112” 


Let us say you have a call for 100 feet of %” Columbian Tape-Marked Pure Manila Rope 
and your selling price is 28c a pound. Turn the disc until 28 appears in the slot at the top 
of the chart and glance down the column opposite %”. The price to the customer is $1.15. 
For 1” rope it is $7.56. It’s as simple as that. No figuring necessary. 


FIGURES ANY DESIRED MARK-UP— 
PROVIDES WEIGHT AND STRENGTH CHART 


On the reverse side of the Columbian Automatic Chart is a scale which makes it easy to 
figure mark-up. Turn the disc to the cost price in bottom siot, then look opposite percentag 

of mark-up desired on top scale and you have the correct selling price. On the back also 
you will find a weight and strength chart for Columbian Rope that is certain to be useful. 





You can get this handy chart without cost—provided you handle Columbian 
Rope—by merely writing us and giving your jobber’s name. Ask for the 
Co) hi A 4 ry Chart. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
Auburn, “The Cordage City,” N. Y. 
Branches: New York Chicago Boston New Orleans 
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STEARNS Presents 


Exceptional Values in 


Power Lawn Mowers 


5 WHuHEEL-DrivE MODELS and 4 ROLL-DrivE MODELS 


Each as outstanding in quality 
and performance as it is in price 





















Model 218-ST 
18” cut Wheel-drive 


Price 


$7950 


Equipped with 
solid rubber tires. 


Here is the big selling, profit-making line of power lawn mowers for 
1938. It is a remarkable array of simple, dependable merchandise— 
without tricky or complicated mechanism. 


A big national advertising campaign in the leading home 
magazines — over 9,500,000 circulation — will create a 
ready market for the sale of Stearns Power Lawn Mowers. 
All models are equipped with Briggs & Stratton engines. 


Goodyear pneumatic tire equipment for wheel-drive 
models at moderate extra cost. 


Stearns Power Lawn Mowers WILL SELL. They are the 
greatest value in the field today, and they have 
sold in steadily increasing volume during the past 
several depression years. Take advantage of our 
national advertising support and be ready to cash in. 
After all, the SALES VOLUME PROBLEM is going to 
be more pressing than any other during the Spring 
of 1938, and Stearns Power Lawn Mowers will go a 
long way toward solving 





9 Models Up to 27” cut 


Prices 


$7950 to $260 















it. We show here rep- Model 321-ST ——3 
resentative prices and 21” cut Whesl-drive 
Price 





models. 


$124" 


Equipped with solid 
rubber tires. 







Model 22-H 
22” cut Roll-drive 


Price 


$4 75° 


Rubber covered 
drive rollers and 
casters. 


Ask your jobber — 
or write us for catalog and 
liberal dealer discounts 


E. C. STEARNS & CO. 


SYRACUSE ESTABLISHED 1864 NEW YORK 
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DISCOUNT 
HANDBOOK: — 


Although less than one week 
has elapsed since its distribution, 
the HarpwareE AcE DIscouNnt 
HANDBOOK has already been en- 
thusiastically received by our 
readers. In this short time our 
mail has brought us a great many 
voluntary expressions of approval 
and appreciation. This hearty 
response is most encouraging to 
us, and such letters are gratefully 
acknowledged with that pleasure 
which comes from the happy 
realization that a laborious task 
was well worth the effort. Already 
more than 500 extra copies of this 
handbook have been requested 
by our sub&cribers. A_ limited 
supply of extra copies is avail- 
able. These may be obtained, 
upon request, either by placing a 
new or additional subscription to 
Harpware AGE, at one dollar per 
year with a complimentary copy 
of the Discount Handbook or by 
purchasing them separately at 50 
cents each. Such requests should 
be addressed to HARDWARE AGE, 
239 West 39th St., New York 
City. 


MUCH NEEDED:-— 


The outstanding thought in 
these welcome letters from readers 
is that the Harpware AcE Dts- 
COUNT HANDBOOK fills a long felt 
need. Offering, as it does, a con- 
venient and simple discount guide 
on bolts, nuts, screws, rivets, 
washers and related screw ma- 
chine products, this handbook re- 
quired many months of intensive 
and costly compilation work. Its 
constant use should encourage 
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Just Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


more stability in pricing practices 
when selling these various prod- 
ucts. Sufficient range of discounts 
have been provided to meet all 
normal requirements. The equiv- 
alents table in the front of the 
book reduces the more common 
multiple discounts to a single per- 
centage, close enough to be prac- 
tical for rapid determination of 
desired net prices. 


WHOLESALE 
SURVEY: -— 


An interesting picture of hard- 
ware business conditions toward 
the close of 1937 is presented in 
this issue. Based on the reports 
furnished us by 128 wholesalers 
in all parts of the country, this 
survey considers inventories, sales 
and collections, comparing 1937 
with 1936. Starting on page 50 
this data is divided by geographi- 
cal sections, as indicated. The 
division parallels the areas se- 
lected by the Department of 
Commerce in furnishing Federal 
Reserve Bank reports and is the 
same as is used in the monthly 
Harpware AcE blackboard charts 
showing the monthly trend of 
stocks and sales. This survey is 
worthy of close attention and 
should help clear up the uncer- 
tainty that has existed about in- 
ventories, sales and collections in 
the hardware business. 





EMPLOYEE 
RELATIONS :— 


Of increasing importance to all 
business operations are the rela- 
tions between employer and em- 
ployee. In the retail hardware 
field such relations are normally 
satisfactory to both parties. This 
is due, in a large measure, to the 
close and personal contacts and 
the average small-sized staffs in 
stores. The owner of a hardware 
store usually works as hard, if 
not harder, than any of his em- 
ployees and is in the happy posi- 
tion of really knowing them all 
on a fairly intimate basis. He is 
not removed from their daily bus- 
iness life, but is always a part of 
it, shares their heavy work and 
can truly act as the leader and 
moving spirit of the business. In 
most stores practically all em- 
ployees handle money, make 
change and collect bills. They 
can never be mere “cogs in the 
wheel.” This being the case, em- 
ployer-employee relations in hard- 
ware stores more closely approxi- 
mate the Golden Rule method than 
could be true of larger and less 
personal contacts between the boss 
and his helpers. This has been 
true for many years and is ba- 
sically true today. But in the up- 
sets of the past decade and the 
unfortunate stimulation that has 
been given to increasing class 
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APPROVAL .../ PROFITS ~ 


Lockwood's success in improving builders’ hard- 
ware has won recognition from distinguished and im- 
partial sources, among which is the Associated In- 
dustries of Massachusetts. 

This progressive group awarded its Certificate of 
Merit to Lockwood for “creative styling and mechan- 
ical improvement in the field of builders’ hardware.” 
It also presented a diploma specific- 





Division of Independent Lock Co. 
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ally for developing the distinctive Patrician Knob 
Assembly. 

This assembly is shown above in a page which will 
appear in the Lockwood section of Sweet’s Architec- 
tural Catalogs in 1938. Here is an opportunity for you 
to offer something new—and permanent—in builders’ 
hardware: to profit with the complete line that is 
making history. 


Lockwood Hardware Mfg. Co. 


Fitchburg, Massachusetts 
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hatred among workers the sub- 
ject of employer-employee _rela- 
tions becomes vital to hardware 
dealers and merits their careful 
thought. In this issue is the sec- 
ond and final article on this gen- 
eral subject written by an experi- 
enced retail hardware man. He is 
Joseph C. Ernst, now a city pur- 
chasing agent for Rochester, N. 
Y., where for many years he oper- 
ated the Ernst Hardware Co. He 
has the benefit of his past experi- 
ences plus his present outside 
viewpoint to guide him in his ap- 
praisal of his subject. This ar- 
ticle appears on page 54 of this 
issue. His first article appeared 
in the December 30, 1937, issue 
on page 14. Mr. Ernst has the 
happy faculty of understanding 
both sides of the problem and so 
presents a fair and impartial out- 
line for maintaining mutual re- 
spect that maintains efficient re- 
tail store operations. 


FAIR TRADE LAWS:-— 


As reported in our news pages, 
there is a reasonably active move- 
ment on foot to repeal the Tyd- 
ings-Miller Law. Reviewing the 
record to date, of Robinson-Pat- 
man violation suits promoted by 
the Federal Trade Commission, 
one may very properly lose one’s 
hope that government help will 
ever improve competitive condi- 
tions. The government seems to 
have pursued doubtful cases, with 
thin evidence, and as a result 
nothing much can be chalked up 
in the way of victory for indepen- 
dent distributors. The Tydings- 
Miller Law is merely an enabling 
act which jumped the intra-state 
barriers of existing fair trade 
laws in 42 states. To date, hard- 
ware interests in the fair trade 
laws of the 42 states has been very 
mild. The drug and grocery fields 
have been very active in taking 
advantage of fair trade laws in 
the various states, with the help 
of the Tydings-Miller Law, but it 
is not entirely certain that the 
result has been beneficial to the 
independent druggists and grocers. 
Opinion on this subject is at great 
variance. I have talked to a great 
many druggists and grocers in 
many parts of the country in an 
endeavor to get a picture of bene- 
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fits accrued from fair trade law 
activity, but as yet I am unable 
to prove that fair trade laws have 
been beneficial. I still favor them 
in principle but I’m beginning to 
seriously doubt that very much 
reform in competition can _ be 
expected through legislative help. 
And I say this rather sadly, for | 
was quite hopeful that the Pat- 
man Law and the various fair 
trade laws might sound a new 
gong of progress for independent 
distributors in all fields, by curb- 
ing unfair advantages enjoyed by 
some of our chain competitors. 


FLEXIBILITY :— 


The other day I was discussing 
with a group of friends the vari- 
ous types of people who succeed. 
Looking back on that conversa- 
tion I keep thinking of one or two 
men who were in the group. These 
men..were flexible.: Their mental 
capabilities and attitudes readily 
adjusted themselves to any situa- 
tion. From this experience I 
realized once more the importance 
of flexibility in thinking. Several 
weeks ago I mentioned a sales 
executive who had been highly 
successful with four or five dif- 
ferent companies. Each change he 
had made had resulted in a finan- 
cial improvement for him and 
each change had required an ad- 
justment of basic sales manage- 
ment attitude. He had responded 
to each of these changes. Yet 
when, in his best paying job of all, 
he was confronted with a new 
ownership, he was completely un- 
able to adjust himself to  rela- 
tively minor sales policy changes. 
He fought to the point where his 
resignation was highly acceptable 
and he is now with another firm. 
We are selling something all of 
our business lives. We must make 
a very definite appeal to those 
who buy. All buyers are not con- 
stituted alike. As a result, those 
possessing flexibility are the ones 
who make the greatest strides, re- 
gardless of their specific calling 
or niche in the scheme of things. 


EXAMPLES:— 


During the past few month I 
have been greatly interested in 
reading the biographies of a num- 


ber of famous men. Reflecting on 
their careers, the thought occurs 
again that flexibility is a tremen- 
dous asset. Without going into 
details, let me state that in study- 
ing the biographies of seven men 
engaged in five different basic 
vocations, I found that flexibility 
had made them outstanding and 
had helped make their lives un- 
usual. Take any group of aver- 
age men and most of them will 
qualify if all conditions are equal. 
calm and regular. A man only 
becomes outstanding when a pecu- 
liar circumstance or an unusual 
situation taxes his reserve, his re- 
straint, his judgment and his final 
decision. It is‘to the men who are 
flexible that the high honors come. 
Think this over and analyze some 
of the successful men you know. 
You will find that those who are 
adjustable to whims as well as 
conditions are the really highly 
successful persons among your 
acquaintances. It matters very 
little what their particular voca- 
tion may have been. If vou ana- 
lyze those you know who have 
made their mark you will find 
that they could readily adjust 
themselves with a minimum of 
apparent adjustment. 


AMIABILITY:— 


Another thought that has struck 
me very forcibly relates to ami- 
ability. If we take two efficient 
men and find that one is very ami- 
able and the other only semi- 
amiable, the wholly amiable per- 
son invariably wins out. It is not 
enough to be able to do a job 
properly or to be thoroughly 
efficient. In fact, I really believe 
that a completely amiable person 
who can get along with other 
people in life’s big struggle may 
be a shade less efficient and still 
go further in the long run. Life 
being as it is and business also 
being as it is, both friends and 
business associates will reach out 
and seek the more amiable of two 
people, other things being rea- 
sonably equal. Amiable partners 
in life or business, or even in a 
bridge game, make better scores 
than the highly scientific persons 
who in these pursuits lack the 
flexibility that encourages ami- 
ability. 
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By ADON H. BROWNELL 





Chapter 18—Intermediate Course 


Mortise Cylinder Locks and Latches 











The ELEMENTARY 
COURSE is now 
Available in 
BOOK FORM 


* 


If you missed a chapter in the Elementary Course in this 
Builders’ Hardware Series, which started in the April 22 
issue of HARDWARE AGE, you can now bring your files 
up-to-date. , 

The Elementary Course has been printed in BOOK FORM 
for you and the books are now ready for distribution. You 
will find that the Blue Print, which will be used throughout 
the Course, has been included and a 4-Page Glossary of 
Builders’ Hardware Terms has been added. This latter fea- 
ture will be of great help to you in familiarizing yourself 
with the terms used in the coming chapters. 

Copies of this book are available at $.50 each or they 
can be obtained FREE with a year’s subscription to HARD- 
WARE AGE at the regular price of only $1. 


Send for your copy today, to 


HARDWARE AGE 


Reader Service Department 


239 West 39th Street, New York, N. Y. 
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terior locks; so, we will now 

pass on to the study of the 
various types of locks for exterior 
doors of residences. 

Several of the locks mentioned 
in the last chapter are used on ex- 
terior doors of residences, par- 
ticularly the locks mentioned for 
French doors. Where bit key 
French door locks are used on ex- 
terior doors, always add the fol- 
lowing instruction to the carpen- 
ter on your hardware schedule: 
“Do not bore the keyhole outside.” 
Then, too, the standard bit key 
front door lock discussed in one 
of the early chapters of the ele- 
mentary series is used quite gen- 
erally. 

In this chapter we will think in 
terms of cylinder locks. There 
are a number of different types of 
these you should know. 

First, there is the cylinder lock 
for doors using a handle and 
thumb piece operating the latch 
from the outside and a knob oper- 
ating the latch on the inside. The 
dead bolt is operated by a key 
outside and a thumb turn inside. 

Locks, like butts, come in differ- 
ent weights. In each case, with 
the exception of French door 
locks which are listed in only one 
weight, I have given first the 
lighter or standard weight lock 
and next the heavy weight lock. 
If you learned your lesson well 
in the elementary course, you will, 
of course, want, wherever you can, 


[ Chapter 17 we discussed in- 
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to sell the better grade of lock. 

Following the lock for handle 
sets comes the standard cylinder, 
front door lock, the latch bolt of 
which is operated on both sides 
by knobs. The dead bolt is op- 
erated by a key outside and by 
a thumb turn inside. This is listed 
in two weights. 

Then we have the two weights 
of locks for vestibule doors. These 
locks have no dead bolt as is the 
case with the front door locks. 
Knobs on both sides operate the 
latch bolt and, when the outside 
knob is rigid, by pushing the but- 
ton in the face of the lock making 
it possible for the key to operate 
the latch bolt. The door is never 
locked from the inside. 

Another popular type is the 
auxiliary, dead locking, latch bolt 
lock. This is listed in the com- 
parative list in two weights. 

What happens is that the small 
or auxiliary latch above the regu- 
lar latch hag no hole in the strike 
to engage it. This being the case, 
every time the door is closed, the 
auxiliary latch is pushed back into 
the front of the lock throwing a 
lever down dead locking the 
regular latch. This makes it im- 
possible for anyone to put a knife 
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or other thin tool in the crack be- 
tween the door and frame or back 
of the strip that is acting as a stop 





A Correction 


In the December 2, 1937, 
issue of HARDWARE AGE, on 
page 24 as part of Chapter 15 
of the series “Taking the Mys- 
tery Out of Builders’ Hard- 
ware,” the following statement 
was made—"The most popular 
generally used and most satis- 
factory type (of butts) is the 
visible ball-bearing type.” 

Lawrence Brothers, of Ster- 
ling, Ill., contend this statement 
might tend to improperly prej- 
udice readers against the con- 
cealed type of construction 
butts made by this company 
which are widely used and are 
giving complete satisfaction in 
service. 

HARDWARE AGE regrets 
this unfortunate phrasing and 
is happy to take this means of 
correcting any inaccurate in- 
terpretations that might have 
been placed on its former 
comment regarding the vari- 
ous types of butts. 











for the door, release the latch and 
open the door without a key as 
can be done on an ordinary vesti- 
bule latch. 

I have listed two cylinder 
French door locks, one for flat 
face and the other for a rabetted 
face door. The operation on each 
of these is similar to the cylinder 
front door lock. These types of 
locks are made in several back 
sets, but for stocking I am in- 
clined to think that the 11-in. 
back set is the one most in de- 
mand. Naturally, on account of 
the narrow back set, one side at 
least must be operated by a lever 
handle instead of a knob. 

The suggested mortise cylinder 
latches are often necessary where 
the regular front door lock set is 
not required and where some- 
thing better than a rim night latch 
is desired. The second of these 
latches has the same auxiliary fea- 
ture which has been previously 
described. 

Two types of cylinder dead 
locks are listed to complete the 
schedule. One type is key-oper- 
ated from the outside and is 
worked from the inside by means 
of a thumb turn. The other type is 
key-operated on both sides. Each 
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Although published two months ago, orders are still pouring in 
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Front Door | Handle Set | 214” | Inside Ous Latch & Dead Flat 165 “| “A490 | 7 7010 134814 
Front Door | Handle Set oo 234" | Inside | 0% One | Latch & Dead| Flat | 495 A892 | « | 8010 | 134914 
Front Door | Knob Set | 214" | | Inside | One | Latch & Dead | Flat 340 |A1800 | » | 7000 | 1343 
Vest. Door Knob Set | 215"| No | One | Latch Flat 340 |A1895 | % | V7000 1323 
Vest. Door Knob Set | 234"| No | One | Latch Flat | 540V| A395 v700014 | 1839 
Front Door | Knob Set | 234” | Inside | One | Latch & Dead | Flat 540 ‘i A390 8000 | 1343 
Office Door __Knob Set | 214"|No | One | Aux.Latch | Flat | 378 | | — | ‘7030 01839 
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Note—General description—sizes vary with manufacturers. *—This manufacturer makes these locks, but uses different numbers. 
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In the bit key locks we studied 
in the last chapter the security 
of the locks from picking is con- 
trolled by the number of tumblers 
used and by the wards or projec- 
tions in the lock case which guard 
the entrance in the keyhole from 
the wrong key. Bit key locks can 
be master keyed so that in a fine 
residence the owner has a bit key 
master key which permits him to 
operate all the bit key locks. Par- 
ticularly in the case of bit key 
locks master keying, it is well to 
consult with the salesman selling 
you the line in order to be sure 
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different weights. 


that the locks specified are all of 
one class or type in the system. 
Bit key, master keyed locks should 
be at least of the three-tumbler 
type. 

However, when we consider the 
cylinder locks of the present chap- 
ter, master keying or keying alike 
as discussed for the exterior 
doors, which was outlined at some 
length in the elementary series, is 
the common practice. 

Linus Yale of the Yale & Towne 
Mfg. Co. first invented and pat- 
ented the cylinder lock which has 
commonly become known to the 
general public as the Yale lock. 


The name “Yale lock” has become 


almost a general term for cylinder 
locks of this type due to the 
prominence of the man whose 
name it bears and the widespread 
and consistent advertising of its 
manufacturer, the Yale & Towne 
Mfg. Co. 

Russell & Erwin and Corbin 
use ball bearings in their cylin- 
ders. Sargent furnishes _ ball- 
ing cylinders to special order. 
Aside from that difference, all 
manufacturers use practically the 
same type of cylinder construc- 
tion as is shown in the accom- 
panying illustration. 
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Type of cylinder construc- 
tion used 


Beginners, in ordering their cyl- 
inder locks, should be sure to 
specify the thickness of the door 
on which these locks are to be 
used. Russell & Erwin a number 
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of years ago invented an adjusta- 
ble cylinder which overcame, to a 
large degree, the necessity of 
specifying the thickness of the 
wood. I would suggest that in 
order to be on the safe side, how- 
ever, that you always specify the 
thickness of the door. 

Cylinder locks, in addition to 
the security of the five or six pins 
guarding the tumblers, have key 
ways which add greatly to the 
security of the locks. 

Henry R. Townes, in his book 
“Locks and Hardware,” comments 
on the anti-picking feature of 
locks as follows: “No lock has 


ever been invented or probably 
ever will be invented that is op- ; 
erated by a key that cannot 
be picked.” The cylinder lock 
we are now discussing probably 
comes as close to being pick-proof 
as any lock operated by a key. 

The master keying of cylinder 
locks is done by splitting the pins. 
Cylinder locks are for a practical 
purpose, unlimited in the number 
of key changes possible. 

In the next chapter we will con- 
sider knobs, lever handles and 
escutcheons. Lock trim is the de- 
scription generally used in the 
trade. 
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The entrance to 
the new store, 
showing the re- 
volving window 
and the mirrors 
lining the door- 
way. In the fore- 
ground is seen the 
ledge around the 
revolving floor of 
the window which 
has proven such a 
valuable space. 





Merchandise Sells 


Display methods used in Ruttenberg’s 
new store in Camden, N. J., help move 
stocks and aid salesmen and patrons 





Here's the way Ruttenberg displays 
kitchenware—effective and artistic. 
These articles, in green, white and 
red enamelware., are plainly marked 
and arranged against the rear wall. 
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i 1 HE House of Ruttenberg, 
Camden, N. J., was founded 
in 1899 and, after almost 

four decades in its original build- 

ing, has recently moved into new 

and attractive quarters at 419 

Kaighn Avenue. Although the 

change in location merely involved 

moving from one side of the street 
to the other, this Camden hard- 
ware store has changed its appear- 
ance and layout to a far greater 
extent. The new establishment is 
thoroughly up-to-date in every 
respect and is equipped with every 
possible means for increasing 
business and making sales easy. 
The new building is 216 feet 
in length with the result that the 
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floor space is three times as great 
as that of the old store. The store 
front and entrance are ultra-mod- 
ern in every detail. The entrance 
to the new store opens into a 
rather narrow 18-foot section. A 
few feet back, however, the store 
doubles in width and this space 
has been efficiently utilized as a 
display area for major appliances. 
The final 60 feet is occupied by 
the offices and by a spacious re- 
ceiving and shipping room which 
opens upon a back street where 
the firm’s trucks can back up to 
load and unload. 

Walls and paneled ceiling of 
the store are done in a soft fawn 
color with brown trim. All dis- 
play shelves, cabinets and tables 
are of the most modern, metal 
design and harmonize with the 
dark trim. Adequate day light- 
ing is provided by eight skylights 
while diffused lighting fixtures 
provide shadowless illumination 
at night. 

The interior design and layout 
have been supervised by Herman 
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Kesler of Philadelphia, who spe- 
cializes in this type of work. Many 
unique features have been incor- 
porated which go far toward mak- 
ing this store the last word in ef- 
ficient sales service and effective 
merchandising display. 

One of the outstanding features 
is the extensive paint display 
which is designed to make paint 
selling so simple that the newest 
clerk, or even the customer him- 
self, can find his wants without 
any questions or delay. On the 
face of each shelf directly under 
every row of paint cans, is a color 
strip, together with the size and 
price of the can plainly marked. 
The customer or clerk merely has 
to select the color strip desired 
and pull out the can over it. As 
the price is marked right next to 
the color strip, there is no price 
question or fumbling with price 
cards. This paint merchandising 
layout has already proven a great 
boon to the store. New clerks 
have no difficulty in handling the 
line and many customers quietly 
help themselves. 
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Itself in This Store 


Each row of cans is set on a 
separate tray. When it is time to 
refill the row or move the rear 
cans to the front, the tray is pulled 
forward and tipped downward. 
The rear cans then slide to the 
front while the new cans are 
placed in the back. This elim- 





A section of the paint 
department, showing 
how each row of cans 
has been plainly 
marked for the color, 
size and price—a time- 
saving idea. The large 
volume cans are pyra- 
mided on top of the 
shelves in plain view. 


inates the possibility of cans at 
the rear remaining untouched. 

On top of the paint shelves are 
pyramided empty gallon and five- 
gallon cans of paint. By this 
means the firm hopes to create an 
impression of selling paint in 
large volume, and incidentally to 
overcome any idea that hardware 
stores are only useful for small 
volumes of paint. The practic- 
ability of this display feature has 
already manifested itself by the 
new contacts the store has made 
with painters and builders. 

Another effective merchandis- 





A section of the major appliance department on the opening night of the 
new store. There’s plenty of room here to inspect any item on display. 
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ing display is found in the roofing 
materials department. Instead of 
dragging the prospective customer 
down to the basement and tearing 
open packages of composition 
shingles or rolls of roofing paper 
until he finds the kind he wants, 
the Ruttenbergs have set out sam- 
ples of each type of roofing ma- 
terial on the main floor. The en- 
tire display is under an imitation 
roof equipped with shingles and 
spouts. Samples of the various 
types of shingles are arranged on 
a door that opens to the basement 
stairs. Small squares of each type 
of roofing paper hang on racks in 
front of the wrapped rolls. The 
customer merely selects the kind 
of shingle or paper he wants and 
the package is shipped from stock. 
\ similar arrangement is made for 
roofing tin and for all types of 
rain gutters, elbows, strainers, etc. 
It is as easy for a customer to 
select his roofing needs as it is for 
him to pick a necktie. 


Art in Enamelware 


Similar convenience displays 
are to be found throughout the 
entire store. Everything from cur- 
tain rods to heating equipment is 
so skillfully displayed and plain- 
ly marked that few questions are 
necessary. Against the rear wall 
of the store is a display of kitchen- 


ware that would do justice to an 
artist. Red, green and_ white 
enamelware—bread boxes, scrap 
baskets, cake tins, vegetable bins, 
dust pans, garbage pails and 
kitchen chairs are displayed color- 
fully and symmetrically and each 
piece is plainly marked. 


Smaller Displays 


The other smaller displays 
serve to impress the customer with 
the variety of merchandise han- 
dled by the Ruttenberg store. A 
group of logs offers a setting for 
different kinds of saws and axes. 
Various sizes of spring balances, 
soldering irons and tools of all 
types are arranged on cabinet 
doors. Large items, such as toilet 
seals, are arranged on attractive 
pressboard panels. 

Rows of metal bins are located 
directly in back of the long wall 
cabinets. Although only two feet 
from the side wall, these bins are 
readily accessible and_ entirely 
hidden from the store’s customers, 
and offer an efficient means of 
storing the hundreds of different 
hardware items such as bolts, pipe 
fittings, hinges, etc. 

The major appliance display 
floor is the kind that salesmen 
dream about. It measures 67 by 
19 feet and is off to one side of 
the main store. so that there is 





Roofing materials are shown as they will appear in actual use. 
The customer makes his selection and it is shipped from stock. 
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no annoyance or distraction tu the 
appliance customers by the normal 
store business. At the same time 
the appliances on display are in 
clear view of all who come into 
the store. 

The long wall of the appliance 
department is lined with movable 
masonite panels and steps. The 
names of the products are in large 
offset figures below which are 
smaller illuminated slogans. Large 
circular inserts at eye level make 
an effective means of displaying 
small radio sets. Modernistic 
chairs are supplied for the custom- 
ers. At the time this article was 
written, the show floor contained 
14. refrigerators, 8 washers, 12 
ranges and 32 console type radios. 
All of these were displayed with- 
oul any suggestion of crowding. 
The radios are so arranged that 
any set can be operated, even 
when other sets are in use. The 
appearance of this show room can 
be entirely changed by rearrang- 
ing the masonite background and 
the appliances themselves. 


A Unique Feature 


A unique display feature has 
been arranged by Mr. Kesler over 
the wrapping table. This table is 
located at about the middle of the 
store against one wall. Mr. Kes- 
ler’s plan is to effectively utilize 
the wall space above this table, 
where the customers’ eyes are 
naturally attracted while they wait 
for their packages. A large frame 
sets this wall off as a picture back- 
ground and in this area have been 
arranged seasonal reminders in 
the form of placards and merchan- 
dise. Frequent changes are made 
so that this wall area is always 
interesting to the patron. 

The cashier’s window, where 
time payments are made, is locat- 
ed at the rear of the store. Ac- 
cordingly, on each of their peri- 
odic visits to the store, the time 
customers are exposed to the full 
benefit of the store’s displays. 

A special room has been de- 
signed for displaying builders’ 
hardware. Here are elaborate dis- 
plays of locks, hinges, fixtures. 
etc., all) mounted on_ polished 
panels so that the customer can 
see readily just how the items will 
look when installed. Long tables 
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Each type of tool is displayed in all its sizes on the cabinet 
panels. Note how the tops of the cases are used to advantage. 


are provided for conveniently 
spreading out blueprints. This 
room has found strong favor with 
local builders, as their customers 
are able to select their wants with 
a minimum of confusion. 

Another feature is a complete 
sign and placard painting shop, 
where practically all the store's 
display needs can be turned out. 
The basement is used for storage. 
One brick enclosed room, with the 
only access by means of a metal 
fireproof door, contains all in- 
flammable liquids, such as tur- 
pentine, oils, etc. This has re- 
sulted in a considerable saving in 
insurance rates. 

The most spectacular feature of 
the store, however, is the revolving 
show window. The entire floor 
of the front window is made up 
of a 12-foot circle which slowly 
rotates inside a narrow ledge. As 
this is the only window of its kind 
in the entire section, it will long 
be one of the store wonders in the 
Camden area. Since the store 
opened, there has hardly been a 
moment when the sidewalk around 
this window has not been filled 
with people. 


Valuable Space 


An interesting sidelight in con- 
nection with the revolving win- 
dow, is the narrow, fixed ledge 
which surrounds the circumfer- 
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ence of the moving circle. Nat- 
urally this ledge is used for dis- 
playing wares. generally small. 
inexpensive items. And it has been 
found that, from a sales stand- 
point, this ledge is the most val- 
uable display space in the store. 


The sense of narrowness that 


might normally be experienced 
from a store front of such small 
width has been effectively over- 
come by means of mirrors which 
line all the walls of the entrance. 
aside from the show windows. 
from floor to ceiling. These re- 
flect the rotating window, 01 
passersby, again and again, and 
totally erase from the mind all 
sense of narrowness. 

As befitting such an occasion. 
the new House of Ruttenberg 
opened with a bang. It was cer- 
tainly no fault of the management 
if everybody in the Camden area 
didn’t know of the new store. 
Double-page newspaper spreads 
and 70,000 circulars told of the 
event. On opening day a police- 
escorted Veterans of Foreign Wars 
band of 30 pieces paraded to the 
store, went through a series of 
drill maneuvers both inside and 
outside the store, and then paraded 
away. The opening sale did the 
rest. 

The active management of the 
store is carried on by the founder, 
Joseph Ruttenberg, his wife, and 
two sons, Melvin and Samuel Rut- 
tenberg. Including salesmen, 17 
full-time employees are now em- 
ployed by the firm. 


Special Fishing Supplies Case Aids Sales 


gee fishermen’s supply 
case. indirectly lighted, has 


helped boost business on fishing sup- 
plies at the Kohl Hardware Co.. 
Ripon, Wis. 

This case is located at the front 
of the store against the backing of 
the front display windows. This is 
ordinarily a dead display space in 
most stores. but F. Kohl has made 


This case 
helps sell 
supplies to 
fishermen 
for Kohl 
Hardware 
Co., of 
Ripon, Wis. 


it into an attractive spot which 
serves to produce sales at a_ profit. 

The open display idea is used in 
this fishing display. Fishing sup 
plies, especially artificial bait in 
boxes are placed in slanting posi 
tions where they can readily be 
inspected. 

During the spring and summet 
this display is the only one used 
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Analysis of reports from 128 wholesalers from 
all sections of the country show a picture of 
conditions throughout the trade. November- 
December sales register drop in many sections 


HOLESALERS’ | invento- 

\ \ ries of building hardware 

and of all other hardware 
were higher at the close of 1937 
than they were at the end of 1936. 
Inventories of both of these classi- 
fications were also considerably 
above normal at the end of the 
year just ended. Aggregate whole- 
sale sales of both classes for the 
first 10 months of 1937 were con- 
siderably greater than they were 
during the corresponding period 
of 1936 while sales during the last 
two months of the year were, in 
a majority of cases, lower than 
they were during the last two 
months of 1936. Collections for 
1937 showed a decided improve- 
ment in many sections over those 
of the previous year. 

These facts were developed 
from an analysis of reports fur- 
nished HARDWARE AGE by 128 
hardware wholesale firms located 
in all sections of the country. The 
questions used in developing this 
data were as follows: 

“‘1—How does your current in- 
ventory (approximate) for the 
two general classifications men- 
tioned, compare with your inven- 
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tory at this time last year? (a) 
For building hardware. ... (b) 
All other hardware. . . . 

“2—How does your current in- 
ventory compare, for the same 
classifications, with your normal 
inventory? (a) For _ building 
hardware. ... (b) All other 
hardware. .. . 

“3—How do your aggregate 
sales for 1937 compare with ag- 
gregate sales for 1936 (for the 
first ten months, January to Oc- 
tober inclusive)? (a) For build- 
ing hardware... . (b) All other 
hardware. . 

“4——How do your current sales 
compare with sales at this time 
last year? (a) For building 
hardware. . . . (b) All other 
hardware. .. . 

“5—How do collections com- 
pare with last year?” 


Inventories 


Reviewing the general findings 
developed by the questionnaire we 
note that with extremely few ex- 
ceptions current building hard- 
ware inventories :were higher in 


os ° . _ 
all sectigiaal gp tbe country in 1937 
xs . 


than they were in 1936 Although 
there a number of instances where 
1937 and 1936 inventories are 
given as being the same there are 
remarkably few instances where 
the figures for 1937 are lower 
than those for the preceding year. 
The same condition obtains with 
respect to inventories for all other 
hardware. 

The comparison of 1937 inven- 
tories of building hardware with 
normal inventories develops the 
fact that current inventories were 
higher in most of the sections 
given. Notable exceptions are to 
be found in the South Atlantic 
district where the listings of nor- 
mal and greater than normal are 
about even and in the West North 
Central, Mountain and Pacific 
areas where normal inventories 
were the rule rather than the ex- 
ception. 

Inventories of all other hard- 
ware were greater than normal in 
five of the districts all of which 
were east of the Mississippi. The 
western section of the country 
showed a tendency to normal 
stocks. 

Aggregate sales of building 
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hardware for the first 10 months 
of 1937 were greater in all sec- 
tions than they were for the cor- 
responding period of 1936 only 
11 firms out of 128 showing a de- 
crease for 1937. The situation 
for sales of all other hardware 
over the same period was identical 
only 11 firms showing a decrease 
when compared to 1936 figures. 

Current sales of building hard- 
ware for the concluding months 
of 1937 were lower than they were 
for the same period of the preced- 
ing year and the same conditions 
obtained with respect to sales of 
all other hardware during the 
same period. 


Collections 


Collections for 1937 were, gen- 
erally speaking, better than they 
were in 1936. Slightly less than 
75 per cent of the firms reporting 
stated that collections for 1937 
were either equal to or better than 
those for 1936. 

Before passing on to the records 
of the individual firms by sections 
it might be well to offer a word 
or two of explanation. Although 
many firms submitted their find- 
ings in actual terms of percentage. 
many others contented themselves 
with general statements to the ef- 
fect that conditions were the 
“same,” “better,” “larger,” etc. 
This being the case, it has been 
impossible to arrive at general per- 
centage figures for any section of 
the country. You cannot reduce 
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Firms reporting are listed horizontally. 
1—Compares November-December 1937 inventories with same period in 1936. 
2—Compares November-December 1937 inventories with normal inventories. 
3—Compares January to October 1937 sales with same period sales in 1936. 


4—Compares November-December 1937 sales with same period in 1936. 


5—Compares 1937 collections with 1936. 
Column “A” for building hardware. 
Plus signs indicate improvement for 1937 over 1936. Minus signs show declines 


Higher, Sales Better, 
During 1937 


Column “B” for all other hardware. 





Massachusetts, New Hampshire, Rhode Island and Vermont 


New England Area 


Reports from 11 wholesalers from the states of Connecticut, Maine, 
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Larger Larger Larger Larger +12 +12 —15 —15 Less 
Same Same .... he +30 +30 ee neat Better 
Same +16 Same +16 Same —16 Same +16 Better 
+17 +21 “in +24.5 .... +10.75 +9.6 Same 
ee +6 Normal .... +6 +10 Same 
Larger Larger Rend Better Better nee Same 
Larger Larger Better Better Same 





Middle Atlantic Area 


Reports from 24 wholesalers from the states of New Jersey, New York 
and Pennsylvania 














p! 2 3 : 4 
aos SE _ oO FY —_ — —* — —_-_ 5 
A B A B A B A B 
reer Same Normal +10 —10 Same 
—33.33 —50 — 60 —25 ps +25 ' —20 Better 
Same Same Same Normal Same +410 — 20 —.50 —10 
+20 +27 +30 +35 +45 +15 —25 —12 —5 
cid Lower..... Lower .... Better nef Lower Better 
Same Same Same Same — 50 —20 Better 
Larger Larger .... Larger .... Same srl Same Better 
Larger Larger +10 +15 Same Same Lower Lower .... 
Same Same Same Same —15 —16 —15 —20 —20 
Same Same +410 +10 —10 —40 —5 —5 —10 
Lower Larger see +10 ee Better Lower Lower Better 
Larger Larger Normal Normal Better Better Better Better Same 
Same +10 Lower Normal +15 +30 +10 +10 Better 
Same Same +5 sae +6 J, +6 Better 
+13.6 .... +13.5 +16.3 —13.9 +12 
+15 - Ae AY wee +21 Same ___ Less 
Same +10 Same +10 Same +65 ; —5 Same 
+10 +6 +10 +70 +7 +650 +7 +60 Same 
Larger Larger ... sea Better Better +2 +3 +1 
Mee z a4 Srna +5 Same Same 
Same +10 Same +15 +20 +20 —15 —12.6 +7.5 
oSage Larger : ee ” Better Same 
Same Lower Same Normal Same +30 Same —10 Less 
+20 Same +20 Normal +25 +20 +20 Same —10 
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South Atlantic Area 


Reports from 19 wholesalers from the states of Delaware, District of Columbia, 


Florida, Georgia, Maryland, North Carolina, South Carolina, 
Virginia and West Virginia 


1 2 3 4 . 
A B A B A B A B 
Same +5 Same +5 Same +3 — 25 —18 Same 
+65 +12 +5 +12 +8 +10 +10 +8 —5 
+10 +15 +15 +20 +33.33 +12 +15 —17 —§ 
+10 +15 +12.6 +17. +8.6 +8.6 — 35 —35 
+33.33 +33.33 Same Same ae —25 Less 
+6 —10 +10 —5 +16 +21 +15 +22 +20 
es —6 oe +10 3 +18 eer Same —5 
Same Same Normal Normal Same Same Same Same _ Less 
+5 +10 Normal Normal +25 +15 +25 +17 Better 


+10 +15 +10 +156 Same +6 Less Less Same 
+10 +10 +10 +10 +15 +165 Same Same +27 


Same +10 Normal +65 Same +3 — 25 —18 Same 
Same Same Normal Normal Same Same Same Same Same 
—6 +10 Normal +15 Same +7.6 —20 —16 Same 
+65 +6 +10 +20 +5 +10 —16 —10 Same 
Larger Larger Larger Larger ain +26.3 i —15 Same 
—20 —5 —20 —5 —10 —5 —30 4 +4 
Same Same Normal Normal +20 —10 Same —5 Better 


Same +20 Normal +30 Same +20 Same +20 Same 


East North Central Area 


Reports from 19 wholesalers from the states of Illinois, Indiana, 
Michigan, Ohio and Wisconsin 





1 2 3 4 
- . 5 
A B A B A B A B 
+20 +10 +15 me Same __ Less 
+10 +10 +12 +12 Better 
+10 +26 +10 +6 +29 , — .05 100% 
+15 +26 —10 Normal +10 +15 Same +15 Same 
+14 +18 —7 —9 +26 +28 —12 —20 +12 
+10 +5 +10 +65 +2 +4 Less Less +2 
Same — 26 Normal Normal +20 +10 +16 Same __ Less 
Lower Lower Lower Lower Better Better Same —65 Better 
—5 —10 +20 +10 +30 +16.67 Less Same Same 
—27 +24 +33 +98 +22 +27 — .03 — .04 +15 
Same +10 +25 +16 +20 +20 Same —5 Better 
+10 +6 +10 +5 +10 +20 Same Same Same 
—10 —10 —10 —10 +16 +6 Better 
—10 —15 +20 +15 +30 
Same —10 +20 +165 +15 +20 —35 —20 Same 
Lower Lower Lower Lower +7.5 +7.6 —10 —10 Same 
Same Same +6.12 +21.19 —2.6 —3 
Same +10 +20 wee Better 
+6 +10 +6 +10 +20 +25 Same —20 Better 


West North Central Area 


Reports from 12 wholesalers from the states of Iowa, Kansas, Minnesota, 
Missouri, Nebraska, North Dakota and South Dakota 


1 2 3 4 





A B A B A B A B 


Same +25 Same +25 ‘ss +5 : Same ; Less 
+10 +15 +10 +15 +10 Same Same —5 Less 


+20 +20 Normal Normal +15 +15 +20 +20 —20 
+10 +10 Normal Normal +5 +5 Same Same +10 
+5 +5 +11.5 —170 Same 
+20 +23 Normal Normal +45 +156 +56 +5 Less 
Same Same Normal Normal +15 +16 —10 —10 Better 
+26 +11.5 ee +13.6 +165 
— 6.5 +2 Normal Normal +7 - —15 +11 
Same Same Normal Normal +10 —10 Same —10 Less 
Same —5 Normal —5 —10 —7 —10 —T7 Same 
+16 +12 Normal Less —12 — 60 — 25 Less 
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Firms reporting are listed horizon- 


tally. 


1—Compares November - December 
1937 inventories with same period in 


1936. 


2—Compares November - December 
1937 inventories with normal inven- 


tories. 


3—Compares January to October 
sales with same period sales in 


1936. 





the expression “better” to actual 
terms of percentage and the omis- 
sion of firms who stated their posi- 
tion in general terms would serve 
to destroy the value of the entire 
picture. 


Building Hardware 


One other word. Many firms 
stated that they were not in the 
habit of keeping separate figures 
for building hardware inventories 
and sales. In such instances only 
the figures relating to “all other 
hardware” appear, it being under- 
stood that the figures and state- 
ments in such cases refer both to 
building hardware and all other 
hardware. 


Nine Sections 


In an endeavor to show a true 
picture of conditions as they actu- 
ally obtain. we have grouped the 
answers into nine geographical 
classifications. These sections are 
identical with those appearing on 
the Harpware AGE Blackboard 
which appears monthly and are 
based on regions designated by 
the United States Department of 


Commerce. These sections are as 
follows: 
1—New England . . . Connecti- 


cut. Maine. Massachusetts, New 
Hampshire, Rhode Island and 
Vermont. 

2—Middle Atlantic . . . New 
Jersey. New York and Pennsyl- 
vania. 

3—South Atlantic . .. Delaware, 
District of Columbia, Florida. 
Georgia, Maryland. North Caro- 
lina, South Carolina. Virginia and 
West Virginia. 

4—East North Central 
Illinois, Indiana. Michigan. Ohio 
and Wisconsin. 
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4—Compares November - December 
1937 sales with same period in 


1936. 

5—Compares 1937 collections with 
1936. 

Column “A” for building hardware. 
Column “B” for all other hardware. 
Plus signs indicate improvement for 
1937 over 1936; minus signs show de- 
clines. 





5—East South Central ; 
Alabama, Kentucky, Mississippi 
and Tennessee. 


6—West North Central : 
lowa, Kansas, Minnesota, Mis- 
souri, Nebraska, North Dakota 
and South Dakota. 

7—West South Central... Ar- 
kansas, Louisiana, Oklahoma and 
Texas. 

8—Mountain .. . Arizona, Colo- 


rado, Idaho, Montana, Nevada, 
New Mexico, Utah and Wyoming. 

9—Pacific . . . California, Ore- 
gon and Washington. 


Names Not Listed 


The original letter and ques- 
tionnaire of December 3, 1937, 
which solicited this information, 
contained the following statement: 
“You will not be personally quot- 
ed nor will your company be men- 
tioned in any use we may make 
of these figures.” 


An Explanation 

With this promise in mind, we 
have refrained from breaking 
down the information we have re- 
ceived into reports from individ- 
ual cities and states. Instead, we 
have adhered to these broad geo- 
graphical sections and have given 
a picture by general districts 
rather than one by restricted lo- 
calities. Tie accompanying tables 
give the answers from the individ- 
ual firms in each general section. 
The firms run horizontally while 
the questions are in the vertical 
columns 1, 2, 3, 4.and 5. The first 
four columns have each been 
divided into two sub-columns “A” 
and “B”. “A” refers to building 
hardware while “B” refers to all 
other hardware. 
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East South Central Area 


Reports from 11 wholesalers from the states of Alabama, Kentucky, 
Mississippi and Tennessee 











1 2 3 4 
_ — 5 
A B A B A B A B 
+20 +30 Same +20 +20 +20 — 20 — 20 +15 
Same Same Normal Normal +20 —20 — 60 —40 —10 
+7.5 +5 +5 +5 +7.5 +9.5 —5 —5 Same 
Same +20 Normal +25 Same Same Same —15 Same 
+10 +10 +10 +10 +123 +123 -166 -166 —-2 
+30 +10 +40 +20 +40 +25 —10 Less 
J +75 ewe ie oe +25 : so Better 
+10 +17 +5 +10 +15 +7.6 —15 —20 —30 
Same Same Normal Normal Better Better Better Better Same 
— 265 Same —10 Normal +25 +10 — 25 —30 Better 
+20 +75 +40 +80 +25 +30 Same +10 Same 
West South Central Area 
Reports from 13 wholesalers from the states of Arkansas, Louisiana, 
Oklahoma and Texas 
1 2 3 4 
A B A B A B A B 
— 8.5 —15 ~ Normal +12 —8 Same Same 
+8 +15 +12 +20 —5 —1.5 —5 —2 +10 
+20 +20 +20 +20 +10 +19 —16 —5 —10 
Same Same Normal Normal —5 +10 —5 +10 100% 
mi +3 Me ne eek +10.5 4 +2.5 +7.5 
+33.33 +20 +40 +33.33 +33.33 +20 +10 +20 Less 
a +15 ates Normal ... +20 a Same +9 
+7.5 +5 +5 Normal +265 +20 +65 +5 Same 
; +30 sees ve P +23 ah +10 Better 
—10 —15 Lower ae +15 +12.6 -—10 —10 Same 
+18 +20 +30 Normal +35 +70 +30 +28 Same 
Same Same Lower Lower Same Same Same Same Same 
Same Same Normal Normal Same Same Same Same Same 


Mountain Area 


Reports from 8 wholesalers from the states of Arizona Colorado, Idaho, Montana, 
Nevada, New Mexico, Utah and Wyoming 


1 2 3 4 
P ss a . 2 5 
A B A B A B A B 
+35 +35 +25 +20 +80 +36 Same +2 +7 
Same Larger Normal Normal Same +25 Less Less Better 
Larger Larger .... pants +1 +10 +10 +10 Better 
+10 Same +10 Normal +15 +10 Same —25 +10 
+650 +20 Normal Normal +50 +650 nhs wees Same 
Same +65 Normal Normal +6 +8 —10 —8 +7 
+10 +10 +12.5 Same _ Better 
+65.5 +7.9 +6.1 +4.2 —2 


Pacific Area 


Reports from 11 wholesalers from the states of California, Oregon 
and Washington 











rd 2 3 4 . 
A B A B A B A B 
Same +10 Normal Normal Less +5 — 50 —5 Less 
Same Same +20 +10 +165 +16 —10 —10 Better 
+8 ay +6 +8.25 ... —10 Better 
+5 +10 +3.5 +7.5 +9 +11 +5 +8 +2 
+40 +29 Normal Normal +14 +14.6 +12.76 +19.6 +165.25 
+12 +8 Normal Less +17 +20 —8 —1il1 +12 
+5 +10 —10 —10 +10 +25 +10 +25 +23 
Same +20 Normal +20 —15 +15 —15 —15 —10 
Same +8.5 Normal Larger +65 +6 Less Less Less 
+25 +16 ae NERS +33.33 +8 —10 —16 —3 
+6.44 +4+3.12 Normal —10 +13.6 +596 +28.70 —7.09 Better 
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sibility to his employee, as 

was pointed out in the pre- 
ceding article, so too does the 
employee need to give full value 
of his time and effort, and a 
full measure of his loyalty to the 
man or firm who has hired his 


f: the employer owes a respon- 
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The second of two articles dealing 
with today’s most vital business 
problem ...the obligations existing 
between employers and employees 


labor. Much has been written on 
this subject as a guide to the hard- 
ware salesman. Some of it may 
bear repetition. 

In choosing an employee an em- 
ployer must make the best selec- 
tion possible. Likewise a person 
who values his services, be he 
hardware clerk or mechanical en- 
gineer, should be as choosy as 
possible in his selection of an em- 
ployer. Try to land your job with 
the firm which in your judgment 
offers you the best opportunity for 
future advancement, or in whose 
employ you think you will be most 
content. 

Do not take a job just for the 
sake of a job, if that can be avoid- 
ed. When labor is plentiful a se- 
lection of openings may not be 
available, but if necessity forces 
you to work for someone you do 
not like or respect at least give 
him your best effort while in his 
employ. 

Having made a connection with 
a house with whom you wish to be 
associated, be that firm large or 
small, start at once to learn all you 
can: 

First: About your particular 
job. 

Second: About the business of 
your employer. 

Third: About the particular line 
of business you are in. 

Fourth: About the economics of 
the period and its influence on 
your job and your business. 

If you have ever been in a race, 
you realize the desire to win, not 
so much for the intrinsic value of 
the reward as for the satisfaction 
of being the best in that competi- 
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Employee 


The first article, which appeared 


in the December 30th issue, dealt 


with the employer. This instalment 


gives advice to the employee 


tion. The race of business is much 
the same. The bigger rewards go 
to the consistent winners. 

Sometimes a person is stale- 
mated in his job. No matter what 
he does there seems to be no pro- 
gress financially or otherwise. If 
such is your case, if you have the 
will to win, search for another 
field offering greater rewards. 
While there is not much sympathy 
wasted on the person who is al- 
ways shifting jobs just for the 
sake of the change, there is great 
respect for the man or woman who 
is regularly advancing himself or 
herself based on the excellent re- 
cord made on, the last job. This 
sort of thing makes for the pro- 
gress of the individual in the big 
race of life. 

General U. S. Grant was a clerk 
in a store in Illinois for some years 
prior to the Civil War, but if we 
read his biographies we find he 
was anything but a success. Ap- 
parently he was in the wrong 
field, for history records that he 
was a tremendous success when he 
forsook clerking, and in a few 
short years he became one of the 
greatest military leaders this coun- 
try has ever had. 

If you are nicely located in a 
job and can see future possibilities 
in your concern, go into the race 
for every possible victory. Promo- 
tion and increased salary should 
be the trophies. 

Aside from marrying the boss’s 
daughter there are other ways of 
getting ahead. 

Assuming in this article that 
you are employed as a salesperson 
in a retail hardware establish- 
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ment, or hope to be, it is of the 
utmost importance that you know 
all about the merchandise you have 
for sale. This will take study but 
the knowledge may be obtained 
from several sources that may be 
listed as follows: 

First—By inspection of the mer- 
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ahandise on the shelves or in the 
show cases in order to understand 
the uses for which it is intended. 

Second—By consulting catalogs 
and reading manufacturers’ cir- 
culars. 

Third—By talking with jobbers’ 
and manufacturers’ representa- 
lives. These men will be very 
willing to impart the information 
they have in order to enable you to 
sell their product. 

Fourth—By contrasting the mer- 
chandise you have with the merits 
and faults of competing lines. 
This is important so that you may 
be able to stress the good points 
of your product, without con- 
demning your competitor's. 


Steps to Success 


In addition to a complete know- 
ledge of the merchandise, you 
must, if you wish to forge ahead. 
become familiar with: 

First—The business policy of 
the organization of which you are 
a part. 

Second—Your prospective cus- 
tomers and their requirements. 

Third—The duties of the job 
just ahead so that when a vacancy 
arises you may be called to fill it. 

Strive, by studying, to know 
just a little bit more than the other 
fellow. 

Take a genuine interest in the 
business and make every action 
count, just as much as you would 
if the business were your own. If 
you have a well thought out sug- 
gestion for improvement give it to 
your employer or chief. If you 
are convinced it is a good idea 
make an effort to “sell” it to your 
employer just as you would a bill 
of goods to a customer. In case 
the idea is as good as you believe 
it to be, and after a trial it proves 
to be beneficial, you cannot be the 
loser. If nothing more, you have 
the knowledge and self confidence 
that you have initiative and ability 
and if your present employer does 
not recognize it some one else will. 

The clock-watcher has been 
castigated, and rightly so, but 
some allowance must be made for 
orderly procedure. If business 
houses did not open or close with 
some degree of regularity, great 
confusion would result. However, 
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if you are detained beyond the 
closing period do not take it as a 
personal grievance, for, if you are 
honest with yourself, you will be 
willing to admit that during the 
day you may have wasted many 
more minutes of your employer's 
time than you are forced to put in 
after closing. Never rush out of 
the store at quitting time if a cus- 
tomer is waiting without finding 
out if there is anything you can do 
to serve him. There is nothing 
that makes the average patron so 
disgruntled with a store and with 
sales people in general than to be 
ignored. More harm can be done 
by a single slight than by all of the 
good will built up over a period of 
vears. 

Be prompt at work in the morn- 
ing and on your return from 
lunch. <A_ persistent five or ten 
minute tardiness is noticed and 
remains a blot on what might 
otherwise be a very good record. 
To be known as being “always 
late” is a reputation that may rise 
up and seriously annoy you at 
some later date. , 

It should be unnecessary to re- 
mark that salesmen should be neat 
and orderly not only about thei: 
stock but about themselves. You 
can be neat and clean without be- 
ing flashy. To be over-dressed is 
as bad as not being neatly attired. 
Be sure that the stock entrusted to 
your care is dusted regularly and 
that boxes are neatly closed and 
arranged in order on the shelves. 


No Smoking! 


Whether smoking is permitted or 
not on the store floor by the sales 
force and employer during busi- 
ness hours, such a habit and prac- 
tise cannot be condoned. Many 
customers are, non-smokers and 
they dislike to be waited upon by 
a clerk with a cigar or cigarette in 
his mouth. Make it a rigid rule 
not to drink intoxicants during 
business hours, even during the 
lunch period. 

Many sales people and em- 
ployees in general, neglect cer- 
tain, perhaps trifling matters 
thinking they will go unnoticed. 
This is often true, but it is also the 
case that many things are expect- 
ed by customers and taken as a 


matter of fact, and the absence of 
some detail may spoil the whole 
picture. It is not always what is 
done that causes unfavorable com- 
ment but that which is left undone. 
It is always a safe bet to do the 
best job possible, including all de- 
tails, no matter how small. 

It has been proved hundreds of 
times that the customer is not al- 
ways right. There are chiselers 
among customers as well as among 
any other class. But before you 
say the customer is wrong be ab- 
solutely certain that you are right, 
and until you have proof of his 
chiseling methods lean over back- 
wards to sce that he gets the kind 
of treatment that will keep him a 
regular customer of yours and of 
the store. 


Learn Salesmanship 


As a salesman your main job is 
of course, to sell goods, and as 
much as possible. For this reason 
pick up all you can on the art of 
salesmanship, Watch the methods 
of others who are considered good 
salesmen. Acquire self confidence. 
This comes with a thorough know- 
ledge of your merchandise and its 
uses. Of course, try to sell your 
customer all the merchandise you 
can that you know will be of use 
or profit to him. Never load up a 
customer with goods that he can- 
not or will not use. A_ useless 
article which a customer has been 
urged to buy is the worst adver- 
tisement your store can have. 

Of course, suggest related mer- 
chandise to a customer when he 
comes in to buy but be careful of 
making a pest of yourself by over- 
doing it. If you have a new tool 
or article that has come in and 
you believe your customer would 
be interested in seeing it by all 
means request his permission to 
show the merchandise. He will 
appreciate your interest in his 
needs. The matter of salesman- 
ship can be summed up in one 
word—trust. If, through your 
ability, you have demonstrated to 
a customer your knowledge and 
character so that he will come to 
trust you and your judgment, you 
have gone far in the art of making 
friends for your firm and yourself. 


HARDWARE AGE 














I 


SS 


f 











—— 


SPARES eo Sane ten 


"Praers: 









If the records of this 
store were adequate- 
ly protected, the own- 
er has an opportunity 
to collect insurance. 
If they were de- 
stroyed he faces an 


irreparable loss. 


International 
News Photos 


Are Your Records Safe? 


IRE insurance covers the 

physical values destroyed 

but not the good will value 
of a going business, which largely 
depends upon records. Without 
records, moreover, even the col- 
lection of fire insurance may be 
difficult, as there will be no evi- 
dence of the character and amount 
of the property destroyed. 

The first step in any program 
of protection is to make a care- 
ful survey of one’s records and 
determine their relative impor- 
tance. Records should be segre- 
gated into those which are abso- 
lutely essential, those of secondary 
importance which would not crip- 
ple the business if lost and those 
which have only temporary value. 

In the average office the expense 
of any maximum protection for 
all records may be _ prohibitive, 
but by proper segregation the 
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If fire destroys them your business 


is bound to suffer. 


Here are some 


protective measures worth. adopting 


records of major importance will 
usually be found to have only 
relatively small bulk and may be 
protected at reasonable cost.- Ob- 
solete and useless records should 
be removed, as they not only com- 
plicate the filing problem but 
present so much additional fuel in 
case of fire. 

Here are the important records 
that should be kept in fireproof 
safes, vaults or protected in some 
other adequate manner: 

(a) Inventory records, which 
show the amount and value of 
goods on hand at a specified time 
and which are among the basic 
records in insurance collection. 

(b) Invoices, which are also 


vital in insurance collection. Out- 
eoing and incoming invoices show 
coods shipped and received since 
inventory was taken. They are 
needed to prove the amount and 
value of goods for which insur- 
ance is claimed. 

(c) Accounts receivable; just 
imagine how hard this money 
would be to collect if there were 
no records. 

(d) Cancelled checks which 
form basic receipts. 

(e) Credit information. 

(f) Deeds, charters, contracts, 
etc. 

Duplication offers the simplest 
method of record protection. This 
plan is effective only when a rigid 
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routine is followed for the filing of 
duplicate material, where the char- 
acter of the records is such that 
the duplicates will be just as use- 
ful as the originals, and where 
the cost of making copies after a 
fire will not be prohibitive. 

The commonest method of rec- 
ord protection is the use of an 
insulated safe. Insulated safes 
are regularly available in one, two 
and four-hour fire ratings and 
have established a fine record for 
preserving their contents in case 
of fire. 

Ratings are based on tests by 
the Underwriters’ Laboratories. 
The Undewriters’ “A” label signi- 
fies that a safe has successfully 
protected paper from fire during 
four hours of intense heat, with 
a maximum of 2000 degrees and 
has also received a falling test. 
The “B” label refers to a two- 
hour test as well as the falling 
test. The label “T-20” certifies 
that the safe gives additional bur- 
glary protection and entitles the 
owner to a 20 per cent reduction 
in burglary insurance rates. Fig- 
ures of one-half, three-fourths or 
one hour signify that amount of 
protection built into a safe. 


Beware of Old Safes! 


The hardware dealer should be- 
ware of safes made 25 to 50 years 
ago which look substantial and 
may possess some fire resistance. 
Their value, however, cannot be 
told from their appearance, and 
many a fire has shown the folly 
of trusting valuable records to 
safes of uncertain value. Modern 
safes are not only tested for fire 
resistance but are designed to 
withstand the falls and impacts 
due to the collapse of buildings. 

Vaults offer another method of 
record protection where large vol- 
umes of records must be safe- 
guarded. They can be built for 
any desired degree of fire resist- 
ance. 

Insulated files and cabinets have 
an important place for situations 
where the probable fire exposure 
is slight. They should be used 
with a definite knowledge of the 
probable fire severity. But we 
should not make the mistake of 
putting a device with a half-hour 
fire rating in a location where a 


58 


four-hour fire is possible. Ordi- 
nary insulated steel files furnish 
little or no fire protection for 
their eontents, although like any 
steel furniture they are of value 
in reducing the amount of com- 
bustible material in the room. 

In one test conducted a few 
years ago it was shown that 43 
per cent of the firms experiencing 
severe fires did not resume busi- 
ness because they lost their ac- 
counts receivable and were unable 
to produce their inventory to af- 
fect satisfactory adjustment. 


After a fire every effort must be 
made to resume business as 
promptly as possible. New build- 
ings must be erected and fixtures 
and stock must be replaced in 
order to put the business on its 
feet again as a going concern. 
This must be done quickly or 
there may be irreparable loss 
which no insurance can cover. 

Our records must be protected. 
The cost of such protection is 
only slight compared to the losses 
that will ensue if these records 
are destroyed. 





Missouris Most Interesting Storekeeper 
Celebrates 85th Birthday 





Charles T. Aid, or better known as “Uncle Charlie” Aid in and around 
West Plains, Mo., recently celebrated his 85th birthday—on the job. Mr. 
Aid, who is president of the Aid Hardware Co., at 85, is the first one at the 
store in the morning, last to leave at night, personally directs everything, 
and waits on the trade. Some years ago his store was selected by a national 
magazine as one of the “most interesting” in the United States. 

Reversing the usual order of receiving birthday cards, Mr. Aid sends 
them to his friends. The card carries a picture of himself (reproduced 
here) with his small great-grandson, Joseph Richard Aid, III, and this 
unusual greeting: 

“At the end of each five-year period it is a pleasure to send to friends 
(and otherwise) a birthday greeting. It would be presumptuous to men- 
tion age when a person is able to do a fair day’s work, eat three meals a 
day, and still be on the payroll. I am pleased to know that other great 
minds are dividing time in five-year periods, and some are doing great 
things. Hope at the end of the next five-year period you will not find me 


‘sitting down’ but going strong down the home stretch at about ‘2-40 gait’ 


with head up and tail over the dashboard.” 
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The primary reason for fencing is 
for control of crops and livestock. 
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Some Ideas on 





The Merchandising and Sale 


r VHE title of this article 
covers a wonderfully broad 
field and it might be just as 

well in starting out to define the 

word “merchandising.” Webster 
says it means to trade or traffic, 
but several years ago an old boss 
of the writer’s defined it as mean- 
ing something entirely different. 

That definition has never been 

forgotten. Here it is: 

“Merchandising is the art of 
influencing someone to do some- 
thing which in order to do neces- 
sitates the use of a certain prod- 
uct.” 

Much has been said, written and 
preached on the subject of “mer- 
chandising.” Many fine ideas 
have been expounded, but there 
has always been the question in 
the retail dealers’ minds as to the 
practicability of those ideas. Every 
dealer realizes that sales are the 
direct result of sales efforts, but 
he also recognizes the fact that 
sales efforts must be directed 
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of Fencing 


These suggestions 
should aid dealers 
in taking advantage 
of local conditions 
and opportunities 





along proper lines. The follow- 
ing paragraphs will outline some 
sales ideas and efforts which have 
been used to good advantage over 
a period of years. Every one of 
the ideas has been taken from 
some dealer who has practiced it 
and has found the results so bene- 
ficial as to warrant continuation 
of the required effort. 

Not every farmer living within 
a dealer’s trade radius represents 
a prospect for fencing. Some of 
them represent too great a credit 
risk, while others are content to 
continue on with the old farming 
practices which do not require the 


use of much fencing. Why not 
separate the wheat from the chaff. 
listing for your convenience in 
advertising and sales work, those 
farmers in your trade radius who 
actually represent good prospects? 
The best hunters don’t shoot blind- 
ly at a flock—they choose their 
birds. 

An analysis of the best fencing 
prospects in your territory brings 
out the fact that the best pros- 
pects on fencing are likewise the 
best prospects on a good many 
other items the average dealer 
carries in stock. The primary rea- 
son for fencing is for control of 
crops and livestock and it is the 
livestock farmer who needs hog 
waterers, feeders, dairy equip- 
ment, shovels, forks, heaters, ven- 


tilators, tools and the like. 


With the busy fall season out 
of the way for the most part, the 
best prospects on the list of farm- 
ers will find themselves with some 
idle time on their hands. Some 
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of that time will be spent in town, 
visiting with friends and picking 
up odds and ends needed at home. 
Every farmer has at this time of 
year, some idea as to what his 
year’s operation netted him and 
it is only natural to assume tha! 
he has analyzed some of his mis- 
takes and has started to plan just 
how he will net more during the 
coming year. 

Fencing is bound to enter into 
those plans. A good many dealers 
have established the practice of 
discussing spring fencing with 
their prospects during the winter 
months and have gone so far in 
many instances as to take their 
tentative order, basing their re- 
quests on the fact that it is much 
easier for the dealer to make up 
his order for stock if he knows 
what his customers are going to 
require. 


Fence for the Purpose 


It is only natural that a con- 
sumer should desire to keep his 
fencing cost as low as _ possible, 
but it is also natural for a dealer 
to avoid making a disgruntled 
customer. Possibly more consum- 
ers have been disgruntled and dis- 
satisfied with the products sold 
by some certain dealer owing to 
the fact that he used the wrong 
type and gage of fence for a job 
to be done than for any other 


reason. 

A few questions and a little 
advice on the part of the dealer 
will avoid many claims of poor 


merchandise and many bad feel- 
ings on the part of the customer. 
A No. 12% gage or a No. 1444 
gage fence will not prove satis- 
factory around a lot where the 
livestock are to be kept closely 
confined. A No. 9 gage fence will 
prove more satisfactory and more 
economical in the long run. It is 
not advisable to recommend steel 
posts for such purposes with the 
exception of a few for lightning 
protection even though it is much 
easier to drive a steel post than 
it is to set a wood post. 


The Dealer Knows 


It is a good thing to remember 
that the average dealer should 
and does know more about fenc- 
ing styles, sizes, gages, etc., than 
the average farmer. Good advice 
on fencing problems will go a 
long way toward making a steady 
customer. 

One of the best pieces of advice 
that a dealer can give to any cus- 
tomer concerns the importance of 
good ends and corners for a fence. 
The secret of long-lasting, satis- 
faction-giving fence is absolutely 
dependent upon the quality and 
careful erection of end, corner 
and gate posts. Line posts were 
designed to hold the fence erect 
not to withstand strain. 

Here is an idea that should pre- 
sent exceptional sales possibilities. 

The kind of a farmer whose 
name will appear on your pros- 
pect list is the kind of a farmer 
who rotates his crops and live- 





Having an extra roll of fence and a few posts on hand will save the 
farmer's crops when breaks occur in the fence and the cattle wander. 
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stock and diversifies each of them. 
Consequently, he cannot afford to 
lose either or both crops and live- 
stock by having stock move into 
fields of growing grain. Never- 
theless, that is what is constantly 
happening on every farm—it is 
the nature of livestock to want to 
get into other fields. When they 
do it means that they must be 
chased out and the fence repaired 
so as to prevent a repetition of 
the occurrence. It is not always 
handy for a farmer to leave his 
work and make a trip to town in 
order to get a little fence and a 
few posts to repair a break. How 
much handier it is for him if he 
has a roll of fence and a few 
posts available in his shed for 
that purpose. 

There are dealers who make it 
a point to see that every farmer 
on their prospect list is solicited 
to purchase 10 or 15 posts and 
one or two rolls of fence for 
emergency use. Figure it out for 
yourself just what it would mean 
in the way of a total sale if you 
would supply every farmer on 
your list with these emergency 
items. 


List Your Prospects 

As previously stated, the listing 
of your real fencing prospects 
will aid you in your advertising 
problems. Most manufacturers 
provide pamphlets on various 
commodities which may be used 
as envelope stuffers, placed in au- 
tomobiles along the street or 
passed out over the counter. 

In the spring of the year, all 
farmers are naturally interested in 
poultry. Then is the time to cir- 
cularize prospect lists on poultry 
netting and light weight, steel 
fence posts. 

After the heavy spring work is 
done most farmers turn to fenc- 
ing. Then is the time to circular- 
ize your list on heavy steel posts 
and on woven wire fence. 

In the fall of the year, farmers 
hog down at least a portion of 
their corn crop. That should call 
for a circularization on corn cribs 
and light weight, steel posts, as 
well as barbed wire or woven wire 
fence for that purpose. 

Every farmer recognizes the ad- 

(Continued on page 122) 
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Its Selling Ability—Not Age— 
That Counts! 





The veteran has 
both contacts and 
experience while 
the young sales- 
man furnishes en- 
thusiasm. Together 
they’re practical- 
ly unbeatable. 


Underwood & Underwood 


Many a man has been shelved because 
he was over forty—and yet the veteran 
salesman is often the best salesman 


URING the recent depres- 
sion era many firms in the 


hardware and other indus- 
tries, conceived tl: idea that 
younger men were essential if 
sales were to be stimulated. Many 
men, over 40 years of age, re- 
gardless of their past sales records, 
found themselves out of jobs be- 
cause they were considered “too 
old.” Younger men—in their 
20’s and 30’s—were taken on and 
some of them covered larger and 
more difficult territories than their 
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older and more experienced pre- 
decessors. 

Few business firms, in any field, 
will deny the necessity of having 
new blood—young men—coming 
in from time to time so that the 
shoes of older men, who contem- 
plate retiring, may be filled with 
well-trained successors. But there 
are, unfortunately, concerns which 
have arbitrarily decided that a 
man over forty has outlived his 
days as a producer. This de- 
cision hardly seems logical, for 


the real test of a salesman’s worth 
—tregardless of his age-—is his 
ability to hold his accounts and 
to develop new customers. Where 
a salesman—young or old—fails 
to hold his old customers and 
shows an absolute unwillingness 
to seek new accounts that is an- 
other story. 

There are plenty of firms, in 
the hardware and allied fields, 
which find that their salesmen who 
are “tops” in gross sales and in 

(Continued on page 126) 
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ADVANCES 


H & H Cleaner. 
Some Formed Roofing, Siding 
Sheets. 


Some Sizes Air Tight Cleaners. 
Knickerbocker Shower Bath Sets. 


DECLINES 


Kitchen Devil Pot Cleaners. 
Copper Rivets, Burrs. 

Seamless Copper Tubing. 
Tubular Brass Plumbing Prod- 


ucts. 
No. 1, No. 2 Manila Rope. 


Landon P. Smith, Inc.—The 
new price sheet issued Jan. 1 by 
Landon P. Smith, Inc., Irvington, 
N. J., shows a 5 per cent decrease 
in the price of Kitchen Devil pot 
cleaners, the result of increased 
volume and declines in the copper 
market. There were no advances in 
prices on glass cutters, wood 
scrapers, wedges, etc., and the com- 
pany reports that none is anticipated 
for the first quarter. 

* * * 


Nails and Wire—In spite of 
the unseasonable period, orders for 
nails and barbed and fence wire are 
doing much better relatively than 
other steel products. This is un- 
doubtedly due to the broken stocks 
in most quarters because of con- 
servative buying through the fall, 
while the demand from the rural 
communities has been normal or 
better. Current inquiries from re- 
tailers for carload prices on nails. 
wire, and fencing for their spring 
business, while not so numerous as 
last January, are sufficient to show a 
readiness to buy as the new season 
comes along. There is a sharper 
saving than usual, at present, be- 
tween prices on carloads and on less 
than carloads, and this fact should 
influence a fair carload volume dur- 
ing the spring. All prices on these 
lines are holding firm. 

* * «# 


Lead and Copper Products, 
etc.—The thoroughness of the liqui- 
dation in the metals prices is giving 
rise to somewhat more assured, 
though not speculative, ordering. 
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Seine Twine, Staging Twine. 

Trot Line. Flit Spray. 

Some Makes and Types Window 
Shades. 

Wilder Stove Pipe, Elbows, etc. 


Quotations of all lines closely based 
upon these metals almost automati- 
cally follow their variations. Prices 
now are, therefore, relatively low 


en lead pipe, sheet lead, shot, etc., 
ysalso on all grades of solder and 
‘“.Habbitt metal. Sheet zinc has 


dropped from a high of 13 cents 
base, in wholesale quantities, to a 
present quotation of 10 cents 
base. Leading manufacturers of 
copper rivets and burrs reduced 
prices on Dec. 27, one cent per 
pound, with the differentials un- 
changed on jobbing purchases of 
1000 Ibs. or over. Makers of seam- 
less copper tubing and of brass 
plumbing products have issued new 
price sheets, a drop on copper tub- 
ing at the end of December being 
14 cent per pound. The decrease 
on tubular brass plumbing products, 
effective Jan. 1, averaged about 714 
per cent. 
* * _s 


Manila and Sisal .Rope- 
Leading makers of rope put out 
new price sheets on Jan. 1, effective 
for the first quarter of the new year. 
The prices announced in October on 
sisal rope remain unchanged, but 
there has been a decline of one cent 
per pound on No. 1 manila, and of 
one-half cent per pound on No. 2 
manila. The standard No. 1 manila 
grade continues to have the call in 
most sections, particularly for heavy 
duty, but a good volume of No. 2 
manila is usually sold in the spring 
for farm purposes. Specialty manila 
ropes, including yacht lariat rope, 
have not been reduced. 


Cotton Cordage — Window 
Shades—A decline of two cents per 
pound, effective Jan. 3, was put out 
by a number of manufacturers on 
seine twine, staging twine, and trot 
line, with the comment that this 
fully liquidates the savings in cost 
due to the recent drop in cotton. 
A reduction has also been put out 
by some manufacturers of cloth win- 
dow shades, effective immediately. 
The decline on oil finished shades 
averaged 10 per cent, and on water- 
color shades 71 per cent. 

* * * 


Bath Brush Sets—New quota- 
tions were issued, effective Jan. 1, 
on certain numbers of Knicker- 
bocker shower bath sets, including 
four staple sets which contain the 
special massage or shampoo brush. 
Recent advances in costs of this 
brush have resulted in an increase 
of 31 to 50 cents each in the retail 
prices of these particular sets. 

* * * 


Flit Spray—H & H Cleaner 
—Manufacturers of Flit insect spray 
have announced for early 1938 a 
reduction in their prices ranging 
from 25 to 33 1/3 per cent. A slight 
increase in the price of H & H 
cleaner, approximately 8 per cent, 
is announced, to be effective Feb. 1, 
and ascribed by the manufacturers 
to an unavoidable increase in raw 
materials. 

€ * * 

Flat and Corrugated Steel 
Sheets—Recently quotations have 
been reaffirmed on flat galvanized 
and black annealed steel sheets for 
the first quarter of 1938, with no 
change from preceding figures. On 
galvanized corrugated and other 
formed roofing and siding sheets, 
new prices issued Dec. 20 to small- 
lot buyers, for the first quarter, are 
slightly advanced, averaging 7 to 
10 cents per square, on gages 29, 
28 and 26. There is no change in 
the first quarter schedules on the 
heavier gages, or on painted roof- 
ing sheets. 

+ #2 & 

Prepared Roll Roofing, etc.— 
If current quotations should con- 
tinue, it is felt that the schedules 
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are now so low as to bring substan- 
tial ordering. Makers are quoting 
subject to change without notice, 
and express the desire to bring 
prices to a higher level, some com- 
petitive items being priced, they 
say, at less than present cost. Prices 
on commercial asbestos paper in 
rolls and on asbestos millboard have 
just been reaffirmed, without change, 
by leading sellers. 
* * * 


Stove Pipe, Elbows, etc.— 
Preliminary announcement has been 
made of 1938 prices on stove pipe 
and elbows, and by some makers 





on air-tight heaters and accessories. 
Present quotations are restricted to 
orders to be specified by June 1, 
and for shipments to be completed 
by July 1, although with usual 
Sept. 1 dating. Quotations on lead- 
ing gages and sizes, both of pipe 
and elbows, are unchanged from 
those ruling during the latter por- 
tion of the season just closing, but 
are approximately 10 per cent 
higher than the opening quotations 
of last December. On_ air-tight 
heaters, prices range from 5 cents 
advance on a few small sizes, to no 
change whatever on most numbers. 








Quotations to retailers on the lead- 
ing brands of stove pipe, 28 gage 
6-inch base, continue at $12.00 per 
100 joints, while 28 gage 6-inch cor- 
rugated elbows, also a_ standard 
“base” item, will remain at $1.40 


per dozen. 
* * * 


Special Finish Stove Pipe— 
Wilder Mfg. Co. has issued, effec- 
tive Jan. 1, reduced quotations on its 
line of polished, nickel, aluminum, 
and chromium-plated stove pipe, 
elbows, and other fittings, with the 
best-selling 4-inch pipe reduced in 
list 30 cents per dozen joints on 








INDEPENDENT HARDWARE DEALERS’ SALES 


November, 1937 





Number Sales Reported Number of Firms Showing 
of Percentage Change Change in Sales 
States by Regions Firms From From Thousands of Dollars From Nov. 1936 From Oct., 1937 
Report- Nov. Oct. Nov. Nov. Oct. In-  De- Lessthan In- De- Less than 
ing 1936 1937 1937 1936 1937 crease crease 1% change crease crease 1% change 























East North Central . 418 + 16 —16.5 1853.7 1823.9 2219.0 192 207 19 76 382 10 
Illinois .....: Be acs 132 + 2.5 —21.0 533.1 520.3 674.6 70 36 6 14 96 2 
Indiana . 59 — 0.5 —20.0 266.3 267.6 332.7 24 32 3 12 45 2 
Ohio . 7 + 1.0 — 93 5778 572.1 6368 55 66 6 31 93 3 
Wisconsin .... . 120 + 2.7 —17.1 476.5 463.9 5749 43 73 4 19 98 3 

West North Central . 261 — 0.1 —173 861.6 862.7 1042.3 110 146 5 ar (217 7 
ee 66 +10.3 —18.3 250.1 2268 3063 37 29 0 9 55 2 
Kansas 61 — 5.7 —19.7 149.9 159.0 1866 17 4% 0 6 55 0 
Missouri 77 — 4.6 —15.1 306.2 321.0 360.7 34 40 Hf 12 61 4 
Nebraska 57 — 03 —17.6 155.4 155.9 188.7 22 33 2 10 46 | 

South Atlantic bv 4 11.8 — 70 152.8 173.3 164.3 7 24 1 12 18 2 
Georgia 27 —17.0 —11.0 118.6 142.9 133.3 a 2 l 9 17 l 
South Carolina 5 +12.5 +10.3 34.2 30.4 31.0 2 3 0 3 1 ] 

East South Central 
Alabama 17 --14.8 — 82 90.7 106.4 98.8 4 ll 2 7 10 0 

West South Central 113 +11.7 —10.3 661.3 592.0 7374 64 46 3 33 7 2 
Arkansas 32 — 2.0 —15.3 152.5 155.6 180.1 16 «616 0 a” B 1 
Oklahoma 20 — 7.3 -16.8 48.0 518 SY > ss 2 5 15 0 
Texas 61 +19.8 — 78 460.8 384.6 4996 43 17 1 24 36 1 

Mountain . ei — 14 —14,1 434.2 440.3 505.6 35 44 g 24 55 2 
Arizona 7 — 2.7 — 25 47.6 48.9 48.8 2 4 1 bs 4 0 
Colorado 30 — 13 —19.3 124.7 126.3 1545 14 15 1 7 22 ] 
Idaho 14 — 8.7 — 59 109.1 119.5 115.9 6 8 0 5 9 0 
Montana 17 — 7.4 —14.7 81.1 87.6 95.1 > 0 S 12 0 
Nevada* 

New Mexico* 
Utah* 
Wyoming* 

Paci 139 + 0.1 — 55 965.8 964.8 10218 76 59 1 34 99 6 
California 89 + 3.7 + 1.6 729.9 703.9 718.4 51 35 3 30 53 6 
Oregon 21 —24.7 —-29.4 109.4 145.2 155.0 4 16 1 ] 20 0 
Washington 29 + 9.3 —14.8 126.5 115.7 1484 21 8 0 3 26 0 

TOTAL 1061 + 1.1 —13.3 5020.1 4963.4 5789.2 488 537 36 223 ~=809 29 

City ef Chicago, Til. 14 +64  —13.2 38.1 358 439 10 2 2 ] 13 0 

City of Los Angeles, Calif.. 15 + 7.7 — 40 199.1 184.8 207.3 7 < 1 4 9 2 

City of St. Louis, .Mo. 21 — 28 -12.0 171.1 176.1 194.4 7 14 0 2 17 2 
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* Insufficient data to show separate results. 





Compiled by U. S. Department of Commerce. 
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28 gage polished, 50 cents per dozen 
on 28 gage nickel plated, 80 cents 
per dozen on the 24 gage aluminum, 
and 70 cents per dozen on 28 gage 
chromium plated. List prices on 
41-inch elbows, in the same materials, 
are respectively reduced 20, 30, 40 
and 30 cents per dozen, with dis- 
counts to jobbers and retailers about 


as before. 
* * * 


Welding Compounds — The 
Anti-Borax Compound Co. has re- 
affirmed, effective Jan. 1, former 
quotations on its E-Z and Crescent 
welding compounds and Oxy-Acety- 
lene fluxes. No changes are in 
effect on any of the company’s 
products, except aluminum fluxes, 
which have been reduced. 


“The Hardware ge idstackhoard 


Air-Conditioning — Air-condi- 
tioning sales have heen mentioned 
frequently because of their main- 
tenance of a continued high rate of 
gain, November being the first 
month to show any set-back from 
1936, and that only fractional. The 
installed cost of equipment sold by 
the members of the Air Condition- 
ing Manufacturers’ Association in 
the first eleven months of 1937 
gained 59 per cent over the figure 
for the entire twelve months of 
1936. Considering the decreased 
rate of building, air-conditioning 
sales have been exceptional, and the 
effect of their volume upon the 
materials used doubtless will con- 
tinue notably helpful during 1938. 
While building permits during the 
first eleven months of last year 





reached just past one billion dol- 
lars, as reported by Dun & Brad- 
street, and gained 12.8 per cent over 
the preceding year’s comparison, 
figures by the end of 1937 had de- 
clined. Factory building in particu- 
lar has been curtailed by the new 
Federal taxes which have left sur- 
pluses, if any, inadequate for ex- 
pansion. Home building has con- 
tinued at a somewhat more favor- 
able rate, but many projects have 
been postponed to take advantage 
of the easier financing methods re- 
cently proposed by the administra- 
tion. 

Electric Vacuum Cleaners— 
During November members of the 
Vacuum Cleaner Manufacturers’ 

(Continued on page 102) 





Of Viholesale Hardware Sales and Collections on Qccounts “Rececvable 
“T3y Geographic “Regiond, Gor Movember, 1937 


(COMPILED BY THE U.S. DEPARTMENT OF COMMERCE, IN COOPERATION WITH 


Firms 
Regions * Re- 


porting 


Sales 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 

PACIFIC 


UNITED STATES, TOTAL 


**These figures should not be related to sales figures for current month 


accounts receivable at beginning of month. 


*States comprising regions: 


CREDIT MEN) 


Sales Reported 


November 1937 
percentage 
change from 


Nov. Oct Nov 

1936 1937 1936 
14.2 17.3 991 1,155 
8.6 18.8 4,479 4,898 
0.4 16.0 5,578 5,555 
8.9 17.8 2,497 2,741 
8.7 14.1 2,743 3,005 
20.4 14.8 1,811 2,275 
0.0 2,137 2,136 
636 662 


£,302 4,456 


Thousands of Dollars 


THE NATIONAL ASSOCIATION OF 


Percent** of collections 
: during month to 
Firms dccounts receivable at 
Re- beginning of the month 
porting 
Collec- 
tions 
Nov. Nov. Oct. 
1937 1936 1937 
58.9 65.8 66.8 
57.8 AY i) 58.8 
64.5 65.6 66.3 
58.8 59.4 61.0 
51.4 55.3 ; 
53.7 


49.1 





26,883 30,104 





They represent the ratio of collections during each month to 


Seuth Atlantic (Delaware, District of Columbia, Florida, Geor- 


New England (Connecticut, Maine, Massachusetts, New Hamp- gia, Maryland, North Carolina, South Carolina, Virginia, West 
shire, Rhode Island, Vermont) Virginia) f 
Middle Atlantic (New Jersey, New York, Pennsylvania) East South Central (Alabama, Kentucky, Mississippi, Tennessee) i 
East North Central (Illinois, Indiana, Michigan, Ohio, Wis- West South Central (Arkansas, Louisiana, Oklahoma, Texas) : 
consin) Mountain (Arizona, Colorado, Idaho, Montana, Nevada, New 
West North Central (Iowa, Kansas, Minnesota, Missouri, Ne- Mexico, Utah, Wyoming) 
braska, North Dakota, South Dakota) Pacific (California, Oregon, Washington) 7 
64 HARDWARE AGE J: 
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Displays That Aid Bathroom 
and Electrical Sales 


Hardware Age Original 


Window Display Ideas 




















HOME can nave 
more COMFORT 
CMe (STi 
ELECTRICAL 
































T the right is a dis- 

play of an unusual 
type. It’s devoted to an 
assortment of merchan- 
dise used in the bathroom. 
All kinds of bathroom ac- 
cessories and fixtures are 
to be found in this dis- 
play and they are all 
shown to advantage. In 
choosing a color for the 
fixtures and background 
it would be well to use a 
shade found in the mod- 
ern bathroom — yellow, 
green, blue or orchid. The 
circle at the right should 
be of the same cast but a 
deeper shade. HARDWARE 
AGE interchangeable dis- 
play fixtures have been 
used in each of these 
windows. 
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HERE is always an 

open season for the 
electrical merchandise to 
be found in the hardware 
store and it is always ex- 
tremely adaptable for 
purposes of display. In 
summer or winter it can 
always be depended upon 
to produce an excellent 
effect in any window. The 
display shown at the left 
is an excellent example 
of this and shows a wide 
range of items of various 
types and sizes. Better use 
neutral-hued display fix- 
tures with this window. 
They will give the best 
possible type of back- 
ground you can get. 
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ANNOUNCING THE NEW 1938 


UNIVERSAL ~ 


the Convertible Refrigerator... 
































with food 


storage arrangement 


of 


2 Refrigerators in 1 


plus 23 other exclusive 


and super features 


The UNIVERSAL Refrig- 
erator leads again. It dares 
to be different with a brand 
new double-duty convertible 
feature. No other refrigera- 
tor offers the advantages of 
food storage arrangement of 
2 Refrigerators in 1, a dis- 
tinctive feature that dealers 
everywhere quickly recog- 
nize as a big sales producer. 
Another exclusive UNI- 
VERSAL sales feature for 
1938... 
BALANCED COLD 
DESSERTS 


has completely captivated 
the industry and has proven 
to be one of the greatest sin- 
gle factors for increasing 
the efficiency of the electric 
refrigerator. 


BY COMPARISON THERE’S NONE FINER THAN THE NEW UNIVERSAL 
WRITE TODAY FOR FURTHER DETAILS. 





ANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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By ROBERT PILGRIM 


Copyright, 1938, by Hardware Age 
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A TEARLESS ONION- Za 
PEELER WAS DISPLAYED AT g 
THE NATIONAL INVENTORS' 7 
CONGRESS HELD RECENTLY 
AT LOS ANGELES. (7HE 
ONION 1$ PLACED (IN AN 
APPARATUS THAT RESEMBLES 
A SMALL /CE CREAM 
FREEZER AND A CRANK /S 
TURNED. THE ONION /S 
THOROUGHLY PEELED, 
MINUS TEAR-SHEODING.) 
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AMONG INVENTIONS ** 
RECENTLY PATENTED 
iS A GUN WHICH 
SWOOTS HOUSE 
FLIES / 

(THE GUN PROPELS 
A SMALL O/SK 
ON THE END OF 

A PLUNGER.) 
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GIANT ORNAMENTAL TILE STOVES LIKE THE 
ABOVE ARE USED TO HEAT ROOMS IN LARGE 
COUNTRY HOMES IN SWEDEN— WOOD 1S 
USED FOR FUEL AND THE ENTIRE STOVE 
BECOMES HOT, AS THE HEAT CIRCULATES THRU 
CHANNELS IN THE TILES—(HEA7/NG ROOMS BY 
INDIVIDUAL STOVES /S THE CUSTOM IN COUNTRY HOMES, 
WHERE A CENTRAL HEATING SYSTEM /S LOOKED DOWN 
UPON AS ONLY 6O00D ENOUGH FOR “TOWN DWELLERS." 





A ‘TEN-PENNY” NAIL IS ACTUALLY A 
“TEN-POUND" NAIL. NAILS ORIGINALLY 
WERE SUPPOSED TO BE SOLD BY THE 
THOUSAND, AND THEIR DESIGNATION 
DEPENDEP UPON THE WEIGHT 
SUPPOSEP TO BE EQUAL TO ONE 
THOUSAND. THE PHRASE “TEN POUND" 
WAS CORRUPTED INTO “TEN PUN* 








AND THENCE TO TEN PENNY. 
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A new 1'%-ton International Model D-30 Truck working for Lieb & Buchalter, Inc., Brooklyn, N. Y. 


You Can Get More for Your Money in a Truck 
Today ...in These New INTERNATIONALS 


Beautiful styling and sound engineering are 
combined in these trucks to provide important 
advertising value and peak performance at 
low operating cost. 


You probably have admired the streamlined 
exterior of the New Internationals . . . when 
you examine and drive these trucks you will 
admire the many engineering improvements 
which are advancing the International reputa- 
tion in the hands of thousands of new owners. 
And when you put them to work you will be 


more than pleased with their greater earning 
ability hauling your loads. 


Every type of load—every kind of haul- 
ing — can be exactly suited by these new 
Internationals. There is a full line, 26 models 
in 79 wheelbases, from the Half-Ton unit to 
the powerful Six-Wheelers that are licking 
the toughest trucking conditions in the world. 
See our nearby Company-owned branch or 
International dealer for complete details on 
the New Internationals. 


INTERNATIONAL HARVESTER COMPANY 


(Incorporated ) 


180 North Michigan Avenue 


Chicago, Illinois 


INTERNATIONAL TRUCKS 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


switches for various heats. Maker states 


Hammer Display 
elements will not burn out if foods are 


This handsomely lithographed dis- spilled and its top will not warp. Stove 
play in red, yellow, and black, for three has chrome finished top and_ black 
» ‘ we ia @ om tnvitatic . " p 
Plumb hammers is an open invitation Caccainich: email Canin Widden wtih aiiline 


double or single 6-inch heating unit. 
Underwriters’ Laboratories approved. 
Knapp-Monarch Co., St. Louis, Mo. 


Paint Equipment 
Landon P. Smith, Inc., Irvington, 
N. J. has purchased the Roan paint con- 


ditioner and Roan portable paint mixer 
business from the Roan Mfg. Co., Ra- 


10 pick up the tool and try it. Cus- 
tomers cannot disturb the arrangement 
by selecting any one hammer. Tools 
ure easily and quickly replaced after 
examination. Display is free with a 
dozen hammers representing three dif- 
ferent price ranges. Unit contains six 
HF81 hammers—red handle and black 
head; three Phila. Tool Co. hammers 
and three “Autograf” hammers AN11'2. 
Fayette R. Plumb, Inc., Philadelphia. 
Pa. 





K-M Grill Stove 


Has patented heating element similar 
to that used in electric ranges, thus 
giving quicker and a greater amount of 





cine, Wis. These items will now be 
known as the Red Devil Paint Condi- 
tioner No, 30, illustrated, and the Red 
heat. Said to retain its heat for full Devil Portable Paint Mixer No. 31. il- 
30-minute simmering. Has two handy lustrated. 
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Ingersoll Display Deals 


Two display deals have been built 
around Ingersoll’s three fastest selling 
watches, the Yankee, Ensign, and Rist- 


INGERSOLL HRS TimeD 150 Million Uves 





Arch. A mass display for 36 watches 
depicts in brilliant colors a gypsy girl 
spinning a roulette wheel on which the 
watches are shown. A second deal of 
9 watches has been named “Spot- 
light,” and is simpler and smaller. This 
display carries the three-winning-watch 
theme to the dealer’s counter. Both 
displays are free with the purchase of 
the watches which accompany them. 
The mass display costs the dealer $45.06 
and has a retail value of $64.20, while 
the “Spotlight” display costs the dealer 
$12.21 and has a retail value of $17.40. 
Ingersoll-Waterbury Co., 30 Irving 
Place, New York City. 


Button Type Air Nozzle 


No. 114-B made with large button 
instead of lever. Button is large enough 
to fit palm of hand comfortably. Made 
in rough brass finish—%4- and *%-in. 





I. P. sizes. H. B. Sherman Mfg. Co., 
Battle Creek, Mich. 
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YOUR product — 


in Farm Journal. 








Union butchers in San Francisco refused to 
handle turkeys that lacked a union stamp. To you that 
may mean little or nothing. But it brought a thousand 
angry farmers together at San Jose, California, on 
December 6th... thousands of other farmers took up 
the fight. It was the first real show-down between the 


farmer and organized labor. 


Within a few days... thanks to Farm Journal’s 4-Day 
Writer-to-Reader service . . . farmers everywhere were 
reading how they could protect themselves against 


unjust union demands affecting their interests. 


The rural significance of the news. That sums up the 
difference in Farm Journal’s new editorial approach. 
It has brought amazing response from rural America 
. . . circulation has leaped to over 1,350,000 and goes 
up with each succeeding issue. . . the kind of circulation 


that produces results for advertisers. 


FARM JOURNAL 


“THE RURAL SIGNIFICANCE OF THE NEWS” 
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Commercial Refrigerators 


Brunswick Blue Flash Table Top 
commercial refrigerators provide both 
wet and dry refrigeration in the top 





tanks for storage of foods or beverages. 
They have the additional advantage of 
a 5 1/3 cu. ft. side-door dry storage 
compartment. Because of their height, 
they may be utilized as a table, counter, 
or island display. The top saves shelf 
space and may be used for the display 
of specials or packaged merchandise 
not requiring refrigeration. In taverns, 
hotels, and restaurants, it fits under 
the bar or counter. Five-sided refriger- 
ation with concealed coils soldered 
directly to the copper tanks on all four 
sides as well as the bottom is an ex- 
clusive Brunswick feature. Other fea- 
tures are positive temperature control 
with adjustable compressor; welded 
steel construction frame; moisture- 
proof sealed insulation, and seamless 
protected copper coils. Brunswick- 
Salke-Collender Co., 623 S. Wabash 
Ave., Chicago, TIl. 


Gift Catalog 


In its 1938 catalog, Revere offers a 
complete line of gift and home decora- 
tions. All the items shown are made 
of durable solid copper, brass or bronze 
—in their natural color and a perfect 
base for plating with other fine metals. 
The catalog is profusely illustrated and 
each item is completely described. Re- 
vere Brass and Copper, Inc., Rome, 


N. ¥. 


U. S. Garden Hose Package 





The new U. S. Garden Hose Package 
in three striking colors with hand-hole 
combines poster appeal for display pur- 
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poses with practical utility. The metal 
edged telescoping container is so de- 
signed that the hose may be inspected 
without damaging the package. U. S. 
Royal Cord, Peerless, Rainbow, and 
Neptune Garden hose in 25 and 50 ft. 
coupled sections® will be available in 
these cartons. United States Rubber 
Products, Inc., 1790 Broadway, New 
York City. 


All-Plastic Knobs 


Patrician design—both knob top and 
knob body are available in black, ivory, 
mahogany, Chinese red, and various 
pastel tones. Knob and its parts are 
interchangeable to harmonize with dec- 
orative scheme of any room. Choice of 
four attractive designs with shanks in 
any standard hardware finish, affords 
still greater flexibility in the decorative 
use of these knobs. Patrician tops of 
forged bronze may also be set into the 
plastic knob bodies, if desired. Maker 


a 


states plastic material is used in Patri- 
cian builders’ hardware is resistant to 
wear and discoloration, will not fade 
or craze, and is easily kept clean. Lock- 
wood Hardware Mfg. Co., Fitchburg, 
Mass. 





Hoe And Cultivator 


This spring tooth hoe and cultivator 
is made of carbon spring steel with 
drawing knife edge on both sides. It 





A 


cultivates, mulches and weeds. It is de- 
signed for destroying dandelion, plan- 
tain and other obnoxious plants that 
ruin lawns and garden, and for thin- 
ning and _ cultivating cotton, sugar 
beets, onions, and strawberries. Handle 
is straight grained and comes in two 
sizes, 48 inches and eight inches. 
Spring Tooth Hoe Co., Inc., 815-%h St. 
North, Great Falls, Mont. 


Spring Bicycle Fork 
This Schwinn Knee-Action Spring 


Fork is attractive in appearance and 
simple in design. Built to cushion 


ae | 





road shocks from the rider and frame, 
it eliminates handle bar fatigue and 
is said to lengthen the life of the bi- 
cycle itself. It is offered as an ex- 
clusive feature in the Schwinn line for 
1938. Arnold, Schwinn & Co., 1718 N. 
Kildare Ave., Chicago, Ill. 


New Hack Saw Package 


New containers for Star and Victor 
hack saw blades are metal boxes with 
a double hinged lid and a double grip- 
lock to insure easy opening and tight 
closing. They are strong but light in 
weight and take up less space than 
cardboard boxes. All of the metal boxes 
are lithographed in colors—Star “Moly” 
in gold, blue, and white; Star “Tung- 
sten” in green, black, and gold; Victor 
“Moly” in gold, black, and white, and 
Victor “Tungsten” in red, orange, and 
black. Gn the bottom of each box is 
a chart to aid in the proper selection 
of blade for various kinds of work, 
while inside the lid are printed sug- 





gestions for the proper use of the 
blades. Clemson Bros. Inc., and Vic- 
tor Saw Works, Inc., Middletown, N. Y. 
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by hardware dealers without the assist- 
ance of factory representative or me- 


Startling in performance .. value. . price. 
A power unit that can be merchandised | 


chanic. Completely power driven, full 
rubber tired, Timken Bearings, Briggs & 








F.0.B. ed 
Factory 
E X T u A | 2500 Eclipse Dealers have placed 


orders for spring delivery of the “Rocket.” You 
have until February Ist to place your order and 


Stratton Motor, FULL 20” CUT. Eclipse-built for many years obtain the savings of pool car shipments to ail 


of satisfactory home lawn service. 





ECLIPSE ALWAYS SUPREME 





1 Finger Tip 
Adjustment 


2 Automatic 
Self-Sharp- 
ening 


3 Winged 
Perform- 
ance On 
Rubber 
Tires — 
Pneumatic, 
Semi- 
Pneumatic, 
Solid. 
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More Valuable Every Year — The Eclipse Written Franchise 


parts of the country ... also extra advance order 
discounts. 





Gor your 
PROFESSIONAL CUTTERS 


a") 


Eclipse Wheel and Roller Pe 
Type Power Mowers fea- y 
tured in 21" Utility Special, 
25” Ranger, 30" The Squire, 
90” Turfmaster. Write for 
power catalog and arrange 
for demonstration. 





























Home Garden Tools 


A new line of popular price garden 
tools, called Speedline, specially de- 
signed for selling to home gardeners 


SPEEDY 
SHARPSHOOTER 


— 8 


and women is being introduced by The 
Unien Fork & Hoe Co., Columbus, 
Ohio. There are 16 tools in the line, 
including a spading fork, various types 
of hoes, cultivators, rakes, and lawn 
tools. They are smaller in size and 
lighter in weight and the handles as 
well as the tool heads are colored in 
brilliant gold and blue. Several en- 
tirely new tools and improvements are 





included, such as the Sharpshooter and 
Adjustable Lawn Brume, illustrated 
here. An unique feature of the Speedy 
lawn Brume is that the flat, spring- 
steel fingers may be adjusted in stiff- 
ness and spread from 11% up to 20 
inches width, merely by pushing the 
lead up or down on the handle. The 
Sharpshooter is specially suited for 
working in close quarters and permits 
ihe user to do close cultivating while 
standing up. 


Salt Lake Hardware Catalog 

No. E—2717 pages illustrating and 
describing tools; implements: harness 
and shoe findings; mill and plumbing 
supplies and waterworks equipment: 
steel and heavy hardware; welding 
equipment and accessories; paint and 
glass; builders’ hardware; electric wit 
ing and radio; electric household and 
major appliances; ranges and circu- 
lating heaters; store fixtures; house 
furnishings; glassware and chinaware: 
cutlery and silverware, including clocks. 
watches, stationery and novelties; lug 
gage and leather goods; firearms, am- 
munition, hunting and outing equip- 
ment; fishing tackle; athletic equip- 
ment and juvenile wheel goods, and 





bicycles and supplies. This catalog is 
indexed by sections and contains a gen- 
eral index as well. The Salt Lake Hard- 
ware Co., Salt Lake City, Utah. 


Home Air Conditioning Unit 

The Westinghouse home air-condition- 
ing unit is a compact “packaged” oil 
or gas fired unit, attractively finished 
in international tan color with agate 








red trim. Company states that while 


occupying only a minimum of floor 
space this unit will have ample capacity 
for the largest of residences. The unit 
is designed for year around service. 
However, the summer air conditioning 
equipment may be added after the win- 
ter system has been installed. Winter 
system is complete with automatic burn- 
er, providing uniform, clean, controlled 
heating for the entire house. For sum- 
mer cooling the Westinghouse Seal-less 
Condensing Unit is provided together 
with cooling and dehumidifying coils 
precisely matched to the condensing 
unit for balanced capacity, Westing- 
house Electric & Mfg. Co., Inc., Mans- 
field, Ohio. 


Universal Seales 


Finished in pastel shades to harmon- 
ize with any bathroom color scheme. 
Markings are easy to read. Dial is 
elevated. Adjusting screw is near dial. 
Scales have large corrugated compo- 
sition map. Makers state scales are 
accurate within usual tolerances. Over- 
all size, 10% by 13% by 3 inches. List 
price, $4.95. A special No. 1300 Pack- 


age offer includes four scales one of 


each color at $3.25 each—-$13.00 com- 





plete, providing additional profit of 60 
cents on each package. Single lots 
$3.40 each. Landers. Frary & Clark, 
New Britain. Conn. 


Colorful Paint Packages 

The entire line of Martin-Senour 
paints have had their packages restyled 
with brilliantly attractive colors to 





make them not only containers of paint 
but an inspiration to paint. Identifying 
colors have been selected for each item 
in the line and are carried through to 
all Martin-Senour promotions. Thus the 
same hasic design and color scheme 


MARTIN 
SENOUR 


oA 


‘UL PURPOSE ENAME! 


Wig i. 
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will be employed for Martin-Senour 
road signs, fence signs, store displays, 
and the container itself will be repro- 
duced as an outdoor illuminated dis- 
play. The company’s Kolor-Brite all- 
purpose enamel package will appear 
with red side panels and this color 
combination will appear in all promo- 
tion of this product, and _ through- 
out the line. The repackaging of these 
paints will enable the dealer to arrange 
more eye-appealing window and count- 
er displays. The Martin-Senour Co., 
2520 Quarry St., Chicago. 


True Temper Fishing Tackle 

A new catalog on True Temper fish- 
ing equipment has recently been issued. 
It is attractively illustrated with large 
photographs of the various equipment 
and each page folds out into a double- 
page spread. Among the items included 
in the catalog are several styles of rods, 
landing nets, baits, lures, and pork rind. 
The American Fork & Hoe Co., Sporting 
Goods Div., Geneva, Ohio. 
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UGGETS IN 
THE 2 KNOWN BIGGEST GOLD N 
THE WORLD WERE ABOUT THE SAME SIZE.. 
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“WELCOME STRANGER” NUGGET 
Sound in Victoria, Australia 


WEIGHT—190 LBS. 








“WELCOME” NUGGET 
found in Victoria, Australia 


SS ee | «=: WEIGHT 1841 LBS. 











but the WORLD'S BIGGEST MAGAZINE 
is DOUBLE the size of the second biggest! 


HE TWO biggest gold nuggets ever found differed so 

little in size that, seeing them side by side, even an expert 
couldn’t tell which was larger. But there’s no question about 
leadership in the magazine field. The world’s biggest maga- 
zine —The American Weekly —is more than twice as big as 
its nearest competitor! 

With its circulation increased from 6,000,000 to more than 
7,000,000 families—by the addition, on January 2, 1938, of 
six great Sunday newspapers as distributing publications— 
The American Weekly is now, more than ever, the greatest 
advertising force in the world to help retailers move mer- 
chandise. For this tremendous 
circulation is concentrated in 
the nation’s most active buy- 
ing areas—in the rich trading 
territories where the great ma- 
jority of families live, and 
where maximum retail sales 
are made. 










The 
AMERICAN 
WEEKLY 


Greatest 
Circulation 


in the World 





abn 





NEAREST 
COMPETITOR 
CIRCULATION 


7,000,000 
WEEKLY 
CIRCULATION 





Products advertised in The American Weekly have the 
strongest selling support a manufacturer can give them —the 
type of selling support that means faster turnover and greater 
profits for YOU. Stock and feature these products—you'll 
find it pays. 

What The American Weekly is 


The American Weekly is the largest magazine in the world. 
It is distributed through the 15 great Hearst Sunday news- 
papers and 6 other important Sunday newspapers. In 699 of 
America’s 995 towns and cities of 10,000 population and over, 
The American Weekly concentrates 68% of its circulation. 

In each of 247 cities, it reaches one or more 
of every two families 

In 155 more cities, 40 to 50% of the families 

In an additional 133 cities, 30 to 40% 

In another 164 cities, 20 to 30% 

. and, in addition, more than 2,000,000 families in thou- 
sands of other communities, large and small, regularly buy 
and read The American Weekly. 


THEAMERICAN 







PEEKLY 


**The National Magazine with Local Influence’’ 
Main Office: 989 Eighth Avenue, New York City 
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HON. FRANK L. WIL- 
LISON, who celebrated his 
seventy - sixth birthday on 
August 18, has been a hard- 
ware and implement dealer in 
Climax, Mich., since January, 
1887, although his hardware 
career began in 1881 when 
he became a sales clerk for 
the A. A. Aldrich Hardware 
store at Hickory Corners, 
Mich. He entered business 
in Climax as a partner of F. 
E. Stratton in 1887. From 
1889 to 1916 the business was 
known as Willison & Aldrich 
and since that time Mr. Wil- 
lison has been the sole pro- 
prietor of the business. He 
has been active in civic affairs and in association work. 
Mr. Willison is a charter member of the Michigan Retail 
Hardware Association and was a member of the board 
of directors of that organization for four years. He is 
also a charter member of the Michigan Farm Equipment 
Association, and served as vice-president and president of 
that group and was a director for twelve years. For two 
years Mr. Willison was a member of the Michigan State 
Senate. Other offices he has held are: township treasurer 
for two years; justice of the peace for eight years; under 
sheriff of Kalamazoo County for four years and member 
of the Climax School Board for eighteen years. His 
chief hobby is the raising of a herd of registered Hol- 
stein-Friesian cattle on one of his farms. 


HON. FRANK L. WILLISON 
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FRANK S. CUNNING- 
HAM, president, Butler Bros., 
Chicago, national distributors 
of hardware and other lines, 
joined that company 51 years 
ago at the age of 20 serving 
Edward B. Butler, the founder, 
as a stenographer. In 1898 
he was made manager of the 
company’s catalogue-advertis- 
ing department, beeing elected 
vice-president and director the 
same year. A few years later 
he was made director of sales 
in which capacity he served 
until his election as president 
of Butler Brothers in 1918. 
His principal avocation is 
books and he has given much 
of his leisure time to his duties as a trustee or officer of 
several institutions. Since 1920 he has been a trustee 
of the Northwestern University, Evanston, IIl., and has 
served the Cradle Society, Evanston. as president since 
its incorporation in 1923. Mr. Cunningham is a past 
president of the Northwestern University Settlement and 
a trustee of both the Evanston Hospital and the Wesley 
Hospital, Chicago. 


FRANK S. CUNNINGHAM 


FRED LANZ, at the age 
of 83, continues as active 
head of the Fred Lanz Hard- 
ware Co., Monroe, Wis., and 
has operated that business 
since 1887 in the same build- 
ing. The Lanz _ hardware 
store, which began as a one 
man store, now _ employs 
eighteen people. In _ recent 
years much of the detail of 
operating the business has 
been taken care of by Mr. 
Lanz’s sons Otto and Herman. 
His family, his church and 
the hardware business have 
been his main interests in 
life. Gardening and fishing 
are his chief outdoor leisure 
time pursuits. He is an ardent homeworkshop fan, his 
particular hobby being wood working. 


FRED LANZ 
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— Your Customers 


KNOW This 


Cyclone 


HAT is because Cyclone products have maintained a 
reputation for quality for over fifty years and the 
name has been consistently advertised to the public. 

And that is why you will find it easy to sell Cyclone “Red 
Tag” Screen cloth to your customers. 

Cyclone “Red Tag” Screen Cloth has a fine appearance 
and is made to give long wear. Its mesh is strong and is 
firmly and evenly woven. Additional strength is provided by 
the double wire selvage which keeps the fabric rigid and 
strong and makes it stretch “square.” Cyclone “Red Tag” 
Screen Cloth has a heavy galvanized coating which protects 
it against time and weather and gives it added corrosion 
resistance. 

Order from your jobber. The next time you order screen 
cloth tell your jobber you want Cyclone. And be sure to fol- 
low the same rule when you order lawn fence and gates, hard- 
ware cloth, burner baskets and flower bed borders. These 
Cyclone products have a name and reputation that your 
customers know. Let the Cyclone “Red Tag” help you boost 


vour sales of these widely used products. 


FREE—Instant Square Foot Table 


\ handy card which tells at a glance the square feet for various 
lengths and widths—square feet in rolls of 100 linear feet—weights 


of 100-foot rolls of various widths. Ask your jobber for a copy. 


U°S°S CYCLONE “°°”9 SCREEN CLOTH 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 
Branches in Principal Cities 


es) 
PACIFIC COAST DIVISION: Standard Fence Company, Oakland, California USS) UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
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UNIFED STATES STEEL 
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Women and Hardware Stores 


T the suggestion of one of my 
A readers, this article is to be 
about women and their re- 
lation to the hardware store. 
What can be more pleasant to 
write about than women, anyhow? 
However, if I happen to say a few 
nice things about them I hope the 
Senate in Washington will not 
start an investigation of women 
and put this article “on the bum” 
as was the case with my article in 
the issue of Dec. 16, 1937. 

We are going into a new year, 
and I feel that I should make a 
few remarks to some of my read- 
ers who don’t understand the sys- 
tem I use in writing. As a matter 
of fact, I must confess that there 
is no system. One ediltur of a 
paper recently asked me for an 
article. He said, “First, I want 
you to figure out just what you 
are going to write. State in the 
first part of the article what you 
are going to write about, then 
state the facts of the case, and then 
state your conclusion. I want 
this to be a snappy article.” 

“Well,” I replied, “if I should 
do that there would only be three 
paragraphs in the article. Fol- 
lowing your plan I could finish 
up without any effort in less than 
a quarter of a page.” 


The Journey Counts 


Now my ‘Jea of writing is in 
following the method used _ by 
Robert Louis Stevenson in describ- 
ing a journey. He stated that the 
successful traveler did not worry 
much about his destination. When 
he started out to travel he en- 
joyed the journey itself. In other 
words, Stevenson said the journey 
should be part of the destination. 
Of course, I do have to have a 
subject to write about. That is 
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By SAUNDERS NORVELL 


my destination, but in writing I 
always like to tell the details and 
side thoughts that occur to me that 
sometimes may have little bearing 
on the final destination. 

My good friends who regu- 
larly read these articles must cer- 
tainly be of that class that prefers 
more to travel cheerfully than to 
arrive. They remind me of a 
certain restaurant in London. An 
American was taken there by an 
Englishman. They had a fine din- 
ner. Afterwards, having an eve- 
ning alone, the American decided 
to go there alone for dinner. He 
was given a comfortable seat in 
a quiet corner and handed a bill 
of fare without a single price on 
it. He ordered a good dinner. 
He waited a long time before it 
came. Once or twice he com- 
plained to the waiter about the 
delay. When the dinner did come 
it was delicious. He had never 
enjoyed such an excellent meal. 
Then he was handed the bill, and 
was flabbergasted at the amount. 
He complained again to the 
waiter, and the waiter called the 
manager. The manager was very 
polite. He spoke in a low voice. 
If the bill was not saitsfactory, 
what price did the American think 
would be about right? The Amer- 
ican cut the bill in half. “That 
will be entirely satisfactory,” said 
the manager. So the American 
paid. As he was leaving the res- 
taurant, the manager met him at 
the door. “Sir,” said he, “you 
made a mistake in coming to this 
restaurant. We cater to a clien- 
tele who care for neither time nor 
money.” 

So if I do wander around, and 
if I do get off the main track and 
take trips up side alleys in these 
articles, please bear with me. I 
myself have quit worrying about 


time, and I hope you have. As 
an old hardware customer of 
mine, W. C. Stark, in Colorado 
Springs, used to say:—“T have all 
the time there is while it lasts.” 

I have finally come to the con- 
clusion that there is nothing big 
or nothing small in this world. 
The reason there is nothing little 
is because little things in the be- 
ginning sometimes precipitate very 
serious matters in the end. Of 
course, it is rather absurd to say 
that a woman’s difficulties in her 
kitchen, which some think is a 
small matter, should make one 
think of the great war over in 
China, which, of course, is a big 
matter. But in listening to a femi- 
nine friend of mine when she 
talked about her kitchen, I could 
not help thinking of the war be- 
tween Japan and China. Her 
troubles and theirs arise from the 
same cause. 


Mechanically Minded 


This woman is one of those 
ultra-expert housekeepers. She 
wants and has the most modern 
and up-to-date equipment. She 
bought her electric stove from a 
department store, and paid a very 
high price for it. She bought her 
modern electric refrigerator from 
another department store. She 
herself has quite a mechanical 
gift. When a fuse blows out, she 
knows how to fix it. She loves 
repair work and is handy at it. 

She had a colored maid for a 
number of years. This maid also 
was efficient. She also knew how 
to handle modern contrivances. 
She had brains, and she under- 
stood mechanics. She worked 
like a horse and never wasted a 
minute. Then it developed she 
had a tumor. That meant an op- 
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Gone are the days when crackers, molasses and sugar were sold in the bulk. 
And — due to Androck’s outstanding development in Bright Wire Goods 
merchandising methods — GONE ARE “BULK” SELLING DAYS FOR 
BRIGHT WIRE GOODS! 


Now each of the 12 items which constitute, by actual record, over 50% of 
Bright Wire Goods Sales have been placed in compact, easy-to-sell Sc con- 
sumer packages. ‘Nuisance’ sales are eliminated along with the waste of 
bulk selling. You save time, speed turnover, and increase profits. Colorful 
packages in mass display increase “impulse” sales. Liberal quantity of item 
in each package. Shipped two dozen 5c packages in attractive carton for shelf 
storage. 


If you have not adopted this tested and proven, money-making method of sell- 
ing Bright Wire Goods, see your jobber, or write today to our nearest office. 
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eration and weeks in the hospital. 
So our housekeeper had to get 
another colored maid. This maid 
was something grand. She knew 
it all. But within two weeks, the 
beautiful electric stove was out of 
commission. The oven was burned 
out and would not work. The re- 
frigerator also had something 
wrong with it. It would not 
freeze. The vacuum cleaner was 
also out of commission, and to top 
everything off, the electric sewing 
machine had gone bad. So our ex- 
pert housekeeper, in tears, called 
on the department store to send 
a repair man to see what could 
be done with all these gadgets. 
The department store stated they 
had no mechanics. They only sold 
electric stoves and refrigerators 
and were not equipped to service 
them. However, they did recom- 
mend an outside concern that 
could fix up all these things. 

The mechanic from this concern 
called and made an estimate. The 
price would be $50 to fix up 
everything. Then he told the ex- 
pert housekeeper that if she ex- 
pected to run these modern ma- 
chines with unintelligent help she 
would always be in trouble. The 
proper thing for her to do when 
she employed a new maid would 
be to instruct her in how to run 
the machinery of her modern 
home, and if she herself didn’t 
know how, to send out for some- 
body who did. In other words, 
those who use these modern im- 
provements must be taught to han- 
dle them properly or there will be 
trouble, just as there was in this 


case. 


Not Mechanics 


Now what has all this got to do 
with the war in the Orient? Just 
this. When I read the papers, | 
find that the Chinese have a very 
large percentage of casualties, and 
they wreck a large number of air- 
planes when they start to fly and 
when they land. Observers of the 
conflict in the Orient say that the 
Chinese are not good mechanics. 
If the truth were told, the Chinese 
have been very much handicapped 
because they do not know how to 
use the modern machines of war- 
fare. Haven't you seen the pic- 
tures of the Chinese carrying mod- 
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ern rifles, but with a big double- 
handled old-time sword strapped 
on their backs? They put more 
reliance in the sword than they 
do in the rifle. Then we all re- 
member that when the Chinese at- 
tempted to bomb the ships at 
Shanghai they bombed their own 
department stores and killed many 
of their own people. It seems 
strange that the Japanese should 
have their fleet right there in 
Shanghai harbor with the Chinese 
army only a few miles away, and 
be able to keep it undamaged 
during raids by the Chinese 
planes. The answer, I am told, 
is that the Chinese do not know 
how to handle bombing planes. 


Modern Helplessness 


Take the case of the Japanese. 
They, of course, are more me- 
chanically minded, and have been 
better trained than the Chinese. 
But they themselves have made a 
terrible mess of handling air- 
planes, bombers and other war 
machines. So the point I am 
leading up to is that in this mod- 
ern day both in our kitchens, our 
cellars, in the running of our ele- 
vators, in the handling of our 
ships, our trucks and our auto- 
mobiles, the average person is try- 
ing to exist in a world of mechani- 
cal things about which he knows 
very little. Many a man and 
woman who drive an automobile 
are absolutely helpless when it 
breaks down. The trouble may 
be a small one, but when the car 
stops, they don’t know what to do. 
This is evident everywhere. 

Another phase of the situation 
is that the world has become so 
mechanized that the men, the me- 
chanics, who do this work abso- 
lutely command ‘ the _ situation. 
That is why strikes are so far- 
reaching in their effect. That is 
why expert mechanics today are 
so independent. They are neces- 
sary because of their knowledge 
of mechanics. It is a simple thing 
to shut off the water or the light 
or all the machinery of any city. 
Without water, without light, 
without the means of communica- 
tion, unless there is relief, any city 
would soon be on the verge of 
starvation. Take our battleships 
and our submarines. Have you 


ever gone through any of them? 
They are nothing but floating ma- 
chine shops. What is needed to 
keep them going is mechanical 
skill. A few men tie up a 
great liner just before sailing be- 
cause they are mechanical men 
and cannot be replaced quickly. 
Their knowledge of mechanics 
gives them more power than is 
possessed by the captain of the 
ship. 

All of this means that it is of 
the greatest importance that me- 
chanics be taught in our schools 
and colleges both for boys and 
girls. How can a girl ever run a 
modern kitchen unless she knows 
something about modern equip- 
ment? Every boy should be 
taught not only how to run an 
automobile but how to take one 
apart and put it together again. 
We are living in a mechanical 
world, and the fact should be rec- 
ognized. Judging by what the 
children are taught in school and 
college, this fact is not recognized. 
If a boy comes out of high school 
a first-class mechanic, he need 
never worry about a job. Every- 
where there is a scarcity of first- 
class mechanics. However, while 
this is true, it is also true that 
the uniens have been limiting ap- 
prentices. Union men do not wish 
their knowledge to be passed out 
indiscriminately to the public. If 
the public were posted on the first 
principles of mechanics, it would 
serve to lessen the power of the 
unions. 


Quick Service 


What has all this got to do with 
women in the hardware stores? 
Here is the point. Most hardware 
men by the nature of their busi- 
ness and their contacts, are more 
or less mechanically minded. If 
a hardware man is not a pretty 
good mechanic himself, he should 
certainly learn to be one. If he 
has a son gr¢ wing up in the busi- 
ness, he should have that son 
trained in mechanics. I have 
harped and harped on the fact 
that a retail hardware dealer 
should make his store not only a 
dispensary of tools and other 
things, but a service headquarters. 
In everything of a mecnanical 

(Continued on page 132) 
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BETTER PRODUCTS... 
Every survey proves Norge appli- 
ances lead in customer satisfaction. 
Norge consistently ranks among the 
first three in public acceptance. The 
smashing new advertising and sales 
promotion program dramatizes ex- 
clusive features that you can dem- 
onstrate in your showroom. 
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YEAR -’-ROUND PROFIT eee 


There is always sales activity in the 
Norge line of Rollator Refriger- 
ators, Concentrator Gas and Electric 
Ranges, Autobuilt Washers, Duotrol 
Ironers, and package heating and 
commercial refrigeration equip- 
ment. Every month is a profit month 
for Norge Master Merchants. 


FREE TO APPLIANCE DEALERS! 


A full volume on appliance selling and pro- 
motion. Describes a complete plan of store 
operation. Tells how to get the most out of 
advertising and sales promotion. Shows you 
how to make more money in the appliance 
business. 


Corporation, Detroit, Michigan 













TURNOVER... 
High product turnover and liberal 
finance plans keep your capital 
working for you all the time. Low 
dealer and salesman turnover 
proves men have found it profitable 
to sell Norge and stick to Norge. 
You owe it to.yourself to get full 
details of the Norge franchise 2. 

without delay. = 
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MAIL TODAY! 


NORGE DIVISION Bore-Warner Corp., 
656 E. Woodbridge St., Detroit, Mich. 


I would like to receive a copy of your new 
book for appliance dealers. 
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PITTSBURGH STEEL MAKES CHANGES 


J. A. Voelker has 
pointed district sales manager of 
the New York office for the Pitts- 
burgh Steel Co., Pittsburgh, Pa. 
Some years ago Mr. Voelker was 
salesman for the New York of- 
fice of the Pittsburgh Steel 
Products Co. which was later 
absorbed by the steel concern. 


been ap- 


Since this change he has been | 


in charge of seamless tube sales 
in the New York office territory. 
His new duties will include steel 
and wire products as well as 
seamless tubes. 

L. A. Mullen has been ap- 
pointed district 
manager, New York office. Previ- 
ously he was associated with the 
Republic Steel Corp., in various 
sales capacities at that company’s 
Youngstown, St. Louis, Mil- 
waukee, and Kansas City offices. 


. ae 


assistant sales 


Boore has been ap- 


IN ITS SALES ORGANIZATION 


pointed sales agent in the New 
York office. He entered the com- 
pany’s sales department in 1926 
and prior to his recent transfer 
to New York, worked in the 
Pittsburgh office. 

Henry A. Roemer, Jr., has 
been made sales manager of the 
newly established Pittsburgh dis- 
trict office. He has been dis- 
| trict sales manager of the Char- 
lotte, N. C., office since 1936. The 





Charlotte territory has been add- | 


Pittsburgh territory 
office. 

David F. Mann has been made 
assistant district manager 
in Pittsburgh. He has been con- 
nected with the sales department 
since 1913, having worked as the 
Chicago district sales manager 
from 1923 to 1935, and since 
| 1935 as New York district sales 
| manager. 
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BROOKLYN APPLIANCEMEN 
ELECT 1938 OFFICERS 


More than 200 members and 
guests attended the Dec. 29 
meeting of the Electrical Appli- 
ance Dealers Association of 
Brooklyn, held at Joe’s Restau- 
rant, 330 Fulton St., Brooklyn, 
N. Y. Russell A. Atkinson, R. J. 
Atkinson, Inc., hardware dealers, 
was succeeded as president by 
James J. Schneer. Max J. Zim- 


mer and Percy Peters were 
elected first and second vice- 
presidents respectively. Albert 


H. Bernhard was reelected sec- 
retary, A. H. Grafenstadt, hard- 
ware dealer, was reelected as 
treasurer and Sam Klein was re- 
elected sergeant-at-arms. 

William H. Ingersoll, attorney, 
read part of a brief filed with 
the Federal Trade Commission, 
Washington, D. C., by New York 
radio dealers on Trade Practice 
Regulations for the radio manu- 
facturing industry. The brief 
concerned trade-in allowance 
practices, advertising and list 
prices. 

Mr. Scheer briefly outlined 
some of his plans for the coming 
year pointing out that considera- 
tion is being given to formation 
of a skip tracers committee and 
of an emergency committee to 
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lend assistance in conducting 
business for members who are 
ill and are unable to be at their 
stores. 


GOODRICH CO. CREATES 
NEW TIRE POST 


N. A. Glantz has been ap- 
pointed to the newly created post 
of field sales promotion manage 
of the tire division of The B. F. 
Goodrich Co., Akron, Ohio. 
Previously, Mr. Glantz had been 
in charge of the creation of re- 
tail advertising. E. D. Nathan 
now assumes those duties. 





SPORTING GOODS SHOW 
FOR CHICAGO 


The National Sporting Goods 
Association will hold its annual 
convention and clinic Jan. 30, 31, 
Feb. 1, 1938 at the Congress Ho- 
tel, Chicago, III. 


LAIDLEY HEADS BRUNSWICK 
APPLIANCE DIVISION 


H. D. Laidley has been ap- 
pointed general manager in com- 
plete charge of the appliance 
division of The Brunswick-Balke- 
Collender Co., 623 S. Wabash 





Ave., Chicago, Ill. Mr. Laidley’s 





new duties include the appoint- 
ing of distributors for the new 
1938 line of Brunswick Blue 


factory. 

Previous to his present con- 
nection, Mr. Laidley was asso- 
ciated with the General Electric 
Co. for 12 years. During the last 
nine years there, he was general 


of the National Lampworks, Chi- 
cago. He was also a co-organizer 
of R. Cooper, Jr., Inc., Chicago 


five years. 
In 1930 Mr. Laidley left for 


Laidley Co., distributors of the 
complete line of G-E major ap- 
pliances, with headquarters at 
Portland, Ore. This business was 
sold to the General Electric & 
Supply Co. in 1932. He joined 
the Brunswick organization in 
1937 to organize refrigeration 
sales in the smaller cities and 
was made general manager of 
the newly organized appliance 








H. D. LAIDLEY 


sold only at retail through 40 
branch offices and a few test 
points through distributors. 


In the near future, the com- 
pany will announce its plans to 
appoint distributors in all prin- 
cipal centers of the country. The 
sales organization which has al- 
ready been established and zoned 
into seven sections of the coun- 
try, will be headed by Mr. Laid- 
ley. 





Flash Table-Top electric refrig- 
erators now in production at the 


manager of the Federal Division | 


G-E distributor, where he served | 
‘ e . | 
as vice-president and director for 


the West Coast to organize the | 





division, last July. That division | 
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APPLIANCE DEALERS 
FORMING NATIONAL GROUP 
Russell A. Atkinson, R. J. At- 
kinson, Inc., Brooklyn, N. Y., has 
been appointed chairman of a 
group of appliance dealers seek- 








R. A. ATKINSON 


ing to organize a national or- 
ganization of retail appliance 
dealers. The secretary of the 
group is H. B. Poucher, execu- 


| tive secretary, Philadelphia Home 





Appliance Dealers Association. 
Messrs. Atkinson and Poucher 
were appointed at a meeting of 
representatives of the Electrical 
Appliance Dealers Association of 
Brooklyn, the Philadelphia Home 
Dealers Associations 
Manhattan, Bronx 
appliance dealer 


Appliance 
and of the 
and Queens 
groups. 


BOTTORFF RECUPERATING 
FROM APPENDECTOMY 


Charles R. Bottorff, president, 
Belknap Hardware & Mfg., Co., 
Louisville, Ky., is recuperating 
from an _ appendectomy _per- 
formed Christmas night, and is 
making rapid progress to com- 
plete recovery. Mr. Bottorff was 
stricken Christmas morning. 


REVOLITE CORP. 
CHANGES NAME 


The Revolite Corp., New 
Brunswick, N. J., has changed its 
name to the Industrial Tape 
Corp., effective Jan. 1. The con- 
cern will continue at New Bruns- 
wick and its products will be 
identical as heretofore. 
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CARNEGIE-STEEL ANNOUNCES CHANGES 


David F. Austin, who has been 
manager of sales, Chicago dis- 
trict, Carnegie-Illinois Steel Corp., 
Pittsburgh, Pa., since 1935 suc- 





DAVID F. AUSTIN 


ceeds C. V. McKaig as vice-presi- 
dent in charge of sales for the 
corporation. Mr. McKaig was 
recently elected vice-president of 
the United States Steel Corp. of 
Delaware. 

Thomas J. Hilliard, general 
manager of sales succeeds J. 
Halsey McKown as assistant vice- 
president and assistant general 
manager of sales. Mr. McKown 
became assistant vice-president of 
the United States Steel Corp. of 
Delaware. Philip M. Guba, 
manager of sales of the Chicago 
district sales office succeeds Mr. 
Austin. Francis C. Hardie as 
manager of sales of the Detroit 
district sales office succeeds Mr. 
Guba. Thomas J. Bray, Jr., as 
manager of sales, Pittsburgh dis- 
trict sales office, succeeds Mr. 
Hilliard and F. Royal Gammon 
as manager of sales of the Cleve- 
land district sales office succeeds 
Mr. Hardie. 

Mr. Austin’s entire business 
career has been spent with the 
United States Steel Corp. sub- 
sidiaries. He joined the Car- 
negie Steel Co’s. sales depart- 
ment in the Pittsburgh district 
in 1927 and shortly thereafter 
was transferred to Cincinnati, 
where he became assistant man- 
ager of sales. In the same year 
he became manager of sales at 
Cincinnati, and two years later 
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IN ITS SALES DEPARTMENT 


manager of sales of the Pitts- 
burgh district office. When the 
Carnegie-Illinois corporation was 
formed in 1935, Mr. Austin was 
made manager of the 
Chicago district, a position he 
held until the present time. 


sales of 


Mr. Hilliard who is now gen- 
eral manager of sales for Car- 


negie-Illinois, was identified at 
various times with steel and other 
industries, prior to his appoint- 
ment as manager of sales of Car- 
negie-Illinois Pittsburgh district 
office. 

Mr. Guba began his associa- 
tion with the corporation in 1933 


sales 


as assistant manager of sales at 
the Detroit office and was 
appointed manager of sales at 
that office in 1935. He has been 
connected with the selling end 
of the steel industry since 1910, 
having served 22 years with Jones 
& Laughlin, Donner Steel Co. 
and Republic Steel Corp., prior 
to his association with Carnegie- 
Illingis. 


sales 


Mr. Hardie who now becomes 
manager of sales at the Carnegie- 
Illinois district office has 
been associated with the steel in- 
dustry throughout his _ entire 
business career. After graduating 
from Dartmouth in 1918, he 


sales 





T. J. HILLIARD 


spent several years in steel mak- 
ing plants of Jones & Laughlin 
and Carnegie Steel Co. In 1925 
he was transferred to the sales 
department, serving successively 
at Cincinnati, Indianapolis, and 
Chicago, until his appointment 











in 1932 as manager of sales at 
the Cleveland district sales office. 

Mr. Bray, Jr., began his career 
in the steel industry in the em- 
ploy of the Republic Iron and 
Steel Corp. later with the Kop- 
pers Co. until joining the general 
sales department of the Carnegie- 
Illinois Steel Corp. 

Mr. Gammon, now manager of 
sales of the Cleveland district 
sales office, entered the steel in- 
dustry with the Bethle:.em Steel 
Co., leaving there to go with the 
Neptune Motor Co. of New York 
City as vice-president. He re- 
turned to the steel industry wher 
he was attached to the Carnegie- 
Illinois New York district office. 


NEW NEW JERSEY ASSN. 
ELECTS OFFICERS 


The Hardware and Allied 
Travelers’ Association, a New 
Jersey organization, has elected 
the following officers for 1938: 
president, Phillip E.  Strass- 
burger, Eagle Sales, Newark, 
N. J.; vice-president, Nathan 
Wurtzel, Eagle Sales; treasurer, 
A. O. Karsten, E. Rabinowe Co., 
Yonkers, N. Y., and secretary, 
Harry M. Jacobson,  Sickles- 
Loder, Inc., New York City. This 
group was recently organized as 
t h e Metropolitan Wholesale 
Hardware Salesmen’s Assn. but 
that name has since been changed 
to the one given above. 

At its meeting, the group’s at- 
torney, Maxwell M._ Plotkin, 
spoke on the paint travelers’ as- 
sociation. A second _ speaker, 
Robert Golden, Beacon Sales Co., 
New York City, in his talk point. 
ed out that if a salesman is to be 
successful he must cooperate 
with his firm and his customers. 


The association will hold its 
meetings on the second and 
fourth Friday of every month 


with the next gathering on Fri- 
day, Jan. 14. 


TRU TEST CORP. MOVES 
TO CHICAGO MART 


The Tru Test Marketing & 
Merchandising Corp. has moved 
its quarters to the Merchandise 
Mart in Chicago. The firm was 
formerly 919 No. 
Michigan Ave., that city. 


located at 





JONAS NOW SALES MGR. 
FOR JOHNSON MOTORS 


W. H. Jonas, sales 
manager, Johnson Motors, Wau- 
kegan, Ill., has been appointed 
sales manager of Sea Horse out- 


assistant 





W. H. JONAS 


motors and Iron Horse 
generators. Mr. Jonas became 
employed by the company in 
1929 as sales correspondent and 
subsequently was appointed as- 
sistant sales manager and in 1935 
manager of Johnson Motor sales 
at the Washington, D. C., branch. 
When that branch was 
tinued, Mr. Jonas returned to 
Waukegan where he again served 
as, assistant sales manager. 


board 


discon- 


NEW MOVIE DRAMATIZES 
CABINET HARDWARE 

“Kitchen Gold” is a new talk- 
ing picture that dramatizes the 
profit opportunities for whole- 
salers and dealers in the growing 
demand for modern kitchens. 
This talkie is available for show- 
ings to business organizations or 
to customers by making arrange- 
ments with the American Cabinet 
Hardware Corp.’s local repre- 
sentative or with the main office 
at Rockford, Il. 

The complete film takes 15 
minutes to run and contains 50 
different scenes, many taken with 
professional actors and models. 
Each scene tells its particular 
story clearly and forcefully. The 
film, sound record, the projecting 
and amplifying equipment and 
an experienced operator are all 
supplied at no cost by the com- 
pany. 
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C. F. HOOD ELECTED PRESIDENT 


C. F. Hood, heretofore exec- 
utive vice-president of the Amer- 
ican Steel & Wire Co., Cleveland, 
Ohio, has been elected president 





c. F. HOOD 


of the company succeeding C. F. 
Blackmer, who has resigned ef- 
fective Jan. 1. M. W. Reed, vice- 
president, has been elected a 
director. 


OF AMERICAN STEEL & WIRE 


Mr. Hood entered the wire 
business after graduation from 
the University of Illinois in 1915. 
He started with the Packard 
Electric Co., Warren, Ohio, as 
sales engineer and _ assistant 
cable sales manager. He joined 
the American Steel & Wire Co. 
at Worcester, Mass. in 1917 as an 
operating clerk. With the excep- 
tion of an interval from 1917 to 
1919, when he was with the 
United States Army, he has 
been with the wire company, 
moving up through the ranks as 
foreman, assistant superinten- 
dent, district manager and vice- 
president in charge of operations. 
Recently he was elected a direc- 
tor and member of the executive 
committee of the United States 
Steel Corp. of Delaware. 

Mr. Blackmer retired after 
completing almost 40 years of 
service with the wire company 
and one of its predecessors, the 
Washburn Moen Mfg. Co. He 
started with the latter in 1898. 
He has been president of Amer- 


ican Steel & Wire since 1933. 








HELLER BROS. PROMOTE 
ALFRED L. HELLER 


Alfred L. Heller has been ap- 
pointed vice-president and gen- 
eral manager of Heller Bros. Co., 
Newark, N. J. Mr. Heller will 
be located at the company’s 
Newcomerstown plant. He suc- 
ceeds the late Arnaud G. Heller. 
whom he assisted in his duties at 
Newcomerstown. Alfred L. Hel- 
ler, in his new duties, will be 
assisted by his brothers, Walter 
M., and Leo S. Heller. 


PRATT & LAMBERT MAKES 
SERVICE AWARDS 


In Buffalo, Fore Erie, Ontario, 
Chicago and New York City, em- 
ployees and officials of Pratt & 
Lambert, Buffalo, N. Y., assem- 
bled Friday afternoon, Dec. 24 for 
their annual Christmas party 
where awards were made for 10 
and 20 year’s continuous service. 
A turkey was presented to each 
employee. 

Watches awarded for 20 years’ 
service were presented to Mrs. 
Frances C. Dornan, Buffalo office, 
and Howard J. Evans, Vito La- 
placa, Harold A. Leighton, Sal- 
vatore Macaluso, Buffalo plant. 
For 10 years’ service, bar pins 
were presented to Mrs. M. 
Newell, cafeteria; Mrs. Calire B. 
Penny, factory office. Similarly 
cuff links were awarded to John 
A. Diringer, Matthew Laub, 
Henry J. Monetti, Anthony A. 
Wolf, Buffalo factory and to Roy 
Dickson, Albert Osborn of the 
Fort Erie plant. 
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Harold E. Webster, president 
of the company presented the 
service awards, 

At Chicago, Miss Florence M. 
Feeney and Miss Helen M. 
Seidler received bar pins for 
their 10 years’ service in the 
western division. 


WESTINGHOUSE MOVES 
RADIO UNIT 


The Westinghouse Electric & 
Mfg. Co., through Walter C. 
Evans, manager of its radio divi- 
sion at Chicopee Falls, Mass., 
has announced that the entire 
radio division, including the 
broadcasting department, will be 
removed to Baltimore, Md. 

The company has purchased a 
modern manufacturing plant on 
the main highway to Washington, 
approximately four miles from 
the center of the Baltimore busi- 
ness district. 

GENERAL ELECTRIC CO. 

MAKES APPOINTMENTS 


A. E. Pierce has become man- 
ager of the oil furnace sales divi- 
sion of the General Electric air 
conditioning department. Mr. 
Pierce had recently been ap- 
pointed manager of department 
store and furniture sales of G-E 
appliances. He will make his 
headquarters at Bloomfield, N. J. 

Stanley M. Ford has been ap- 
pointed sales manager of the 
heating device section of the 
General Electric appliance and 
merchandise department with 





headquarters at Bridgeport, 
Conn. He was special represen- 
tative for heating devices for the 
past two years. Prior to that, Mr. 
Ford was general appliance rep- 
resentative for the company in 
Davenport, Iowa; radio repre- 
sentative in the Minneapolis dis- 
trict, and headquarters radio 
specialist. He joined General 
Electric in 1928, and was trans- 
ferred to the financial division 
of the appliance and merchan- 
dise department at Bridgeport the 
following year. 

Bernard F. Hennessy has been 
named field representative for 
the General Electric Home Bu- 
reau with headquarters in At- 
lanta, Ga. He _ will contact 
builders in that territory in the 
interest of G-E products and ser- 
vices having a direct relation to 
the building market. 


U.S. STEEL APPOINTS 
J. HALSEY McKOWN 


J. Halsey McKown of Pitts- 
burgh, Pa., has been appointed 
assistant vice-president of the 
United States Steel Corp. of 
Delaware under C. V. McKaig, 
vice-president in charge of sales. 
Offices are at 436 Seventh Ave., 
Pittsburgh. 

Mr. McKown became identified 
with the steel industry in 1905 
when he entered the employ of 
the Carnegie Steel Co. With 
the exception of two years in 
the army, his entire career has 
been devoted to sales work with 
the Carnegie Steel Co. and its 
successors; at the general office 
in Pittsburgh until 1910; in the 
St. Louis district sales office 
until 1917, and at the Detroit 
district sales office, after his re- 
turn from the army until 1932. 
He then became assistant general 





J. HALSEY McKOWN 


manager of sales, and upon for- 
mation of the Carnegie-Illinois 
Steel Corp., he was made ranking 
assistant to the vice-president 
and general manager of sales. 








WARREN JOINS PEXTO 
SALES FORCE 


W. T. Warren, who began his 
hardware experience traveling 
through the southwestern states, 
then for several years was a buyer 
at the Masback Hardware Co., 
New York City, and since 1935 
operated his own manufacturers 
agency out of New York City, 
has become associated with the 





W. T. WARREN 


Peck, Stow & Wilcox Co. of 
Southington, Conn. 

Mr. Warren will travel from 
New York west in the northern 
states, representing the Tools & 
Hardware Division of the Peck, 
Stow & Wilcox Co. 


PURITAN OFFERS STORY 
OF SASH CORD 


The Puritan Cordage Mills, 
Inc., Louisville, Ky., has pre- 
pared an interesting new booklet 
called, “More Profits from Sash 
Cord.” The booklet is designed 
to provide dealers with practical, 
specific information that will en- 
able them to increase sash cord 
sales. It points out the advan- 
tages and importance of using a 
good sash cord. The material in 
the booklet is based on talks with 
dealers and wholesalers, and on 
facts and ideas suggested by men 
experienced in the sash cord 
business. Copies are free and may 
be obtained from the company. 


RUSSELL MFG. APPOINTS 
CHICAGO MEN 


W. G. MacFagden and Edward 
F. McKinney, 150 North Wacker 
Drive, Chicago, Ill., have been 
appointed to represent jointly the 
John M. Russell Mfg. Co. Inc., 
Naugatuck, Conn., on its line of 
sash, jack and safety chain. 
Both of these men have a wide 
acquaintance with the trade in 
the Chicago and Milwaukee terri- 
tory. 
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A partial view of Gibson’s Freez’r Shelf convention, Dec. 2-3, 1937, at Grand Rapids, Mich. 


EASTERN DISTRIBUTORS VIEW 1938 GIBSON LINE 
AT TWO-DAY CONVENTION IN GRAND RAPIDS 


The recent two-day convention 
of the Gibson Electric Refriger- 
ator Corp., Greenville, Mich., at 
the Pantlind Hotel in Crand Rap- 
ids, Mich., was attended by Gib- 
son distributors from East of the 
Rockies. The meeting was in 
charge of F. E. Basler, general 
sales manager, who called the 
first session to order. 

Following the welcoming and 
congratulatory address of Charles 
J. Gibson, president of the com- 
pany, L. W. Hamper, vice-presi- 
dent, outlined the progress of the 
factory organization for the past 
year, mentioning the physical im- 
provements being made and the 
advanced production methods 
now in force at the Greenville 
plant. He also stressed the cor- 
dial labor relations which Gib- 
son enjoys. 

A series of tableaux followed 
which showed in order the 1898 
Gibson product along with the 
typical salesman and customer of 
the period; the first Gibson elec- 
tric, with the corresponding 
salesman and customer of that 
time, and the 1938 Gibson Freez’: 
Shelf refrigerator, which was 
then presented by W. G. Stewart, 
Gibson’s divisional sales man- 
ager from the middle Atlantic 
states, 

Mr. Stewart explained that the 
line consisted of four groups of 
models, representing four price 
ranges—the Sandard with 4 and 
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5.6 cu. ft. capacities; the Deluxe 
with 5, 6, 7, and 7 cu. ft. ca- 
pacities; the Custom Built with 
Hylux finish, in 5, 6, 7, and 7.75 
cu. ft. capacities, and the Porce- 
lain Custom Built which paral- 
lels the Custom Built line in 
everything except the exterior 
finish which is all porcelain. 

W. D. Krauter, service man- 
ager, followed with a short dis- 
cussion on “What Happens After 
the Protection Plan Expires.” He 
demonstrated the — serviceability 





of the unit and described certain 
advances in Gibson’s mechanical 
elements over the previous year. 
C. F. Hoell, comptroller and Mr. 
Basler announced the prices of 
the 1938 Gibson line and ex- 
plained the complete financing 
structure as it affects distributor, 
dealer, and consumer. The adver- 
tising and sales promotion pro- 
gram was then explained by John 
L. Stephens, sales promotion 
manager. 

The second day of the conven- 





During the trip to the factory at the Gibson convention, F. E. Basler, 
general sales manager, at left, explains the Blue Vase contest for 
distributors’ salesmen to Charles J. Gibson, president, at the right. 





tion was devoted to individual 
conferences by distributors with 
the eight Gibson divisional sales 
managers. 

Several new distributors joined 
the Gibson organization. Among 
them are: D’Elia Electric Co., 
Bridgeport, Conn.; Albany Dis- 
tributing Co., Albany, N. Y.; 
B. O. R. Radio Co., Reading, 
Pa.; Biehl’s Inc., Pottsville, Pa.; 
Harry Moll, Inc., Denver, Colo.; 
Blackwood’s Inc., Raleigh, N. C.; 
R. H. McCann, Inc., New York 
City; Northeastern Radio Co., 
Boston, Mass., and Mills-Morris 
Co., Memphis, Tenn. 

A similar sales meeting was 
held at the Park Central Hotel in 
New York City on Dec. 12 be- 
fore an audience of approximate- 
ly 100 persons. 


SEATTLE KETTLERS ENJOY 
“MYSTERY” PARTY 


An unusual party was ar- 
ranged by the Seattle Pot & 
Kettle Club, when it planned its 
Mystery Stag for Dec. 28. Guests 
from out of town, as well as 
members and guests of Seattle, 
did not know where the party 
was to be held. 

Each member and guest re- 
ceived a notice informing him, 
whom and where to meet, and 
they in turn had to meet other 
Pot & Kettlers at a designat® 
corner, from which they were in- 
vited into the Greene-Winkler 
Hotel Supply Co.’s display room. 
There refreshments were served. 
They were then given instruc- 
tions to go to the University 
District and park their cars in 
a designated lot. Further in- 
structions were given them at a 
drug store on the opposite cor- 
ner. Finally they wound up at 
the American Legion Hall, where 
a buffet supper and refreshments 
were served. A pianist provided 
the entertainment, after which 
various games were played. 


ALADDIN INDUSTRIES 
INCREASE LINE 


Aladdin Industries, Inc., 223 
W. Jackson Blvd., Chicago, IIl., 
has made several improvements 
in its present line of large ca- 
pacity thermal containers and 
vacuum bottles and has also 
added a number of _ popular 
priced items to its line for 1938. 
Announcement of the new aug- 
mented Aladdin line will be 
made in the near future together 
with complete details of the 
many improvements and features 
in each of its various items. The 
company will continue its present 
policy of restricting the sale of 
its products through independent 
dealers only. 
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Take a tip from the dealers who know. Put in the range line 
that’s ready to set the pace again in °38. Thousands of dealers 
regularly enjoy ready sales and good profits with the Coleman 
line. That’s because Coleman Ranges are popularly priced— 
they have appealing style and beauty—they have all the modern 
improvements and features your customers want! 


Instant lighting Band-A-Blu Burners, powerful and fast in 
action—instant heat regulation ... cooking tops that conceal 
manifolds...concealed Everdur Metal Fuel Tanks...fine, roomy, 
evenly-heated ovens and broilers...and ever-dependable cook- 
ing performance at low cost. 


And now in ’38—a new Sales Plan that will help make extra 
sales and extra dollars! New Sales Helps that will bring in 
more customers for demonstrations and more sales. 


Get in on the Coleman line-up, write or wire at once for 
information regarding the Coleman Sales Franchise in your 
territory. Ask for prices and discounts, and for your copy of 
the Coleman Range Catalog. 


THE COLEMAN LAMP AND STOVE COMPANY 
Wichita, Kans. Chicago, Ill. Philadelphia, Pa. Los Angeles, Calif. 


(AD33) 

















952D — Standard Table Top Safety 
Range, finished in white and gray pearl- 
shell porcelain enamel. 














953D— Modern four-burner low-oven 
range at a popular price. Finished in 
white porcelain enamel. 
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LUCAS HONORS GORRELL 
AT XMAS PARTY 
Employees of John Lucas & 
Co., Inc., Philadelphia, Pa., held 
a Christmas party Dec. 21 at the 





WALTER A. GORRELL 


Melrose Country Club in Phila- 
delphia. The party was given 
under the auspices of the Lucas 
Leaders’ Club, 
young men 


consisting of 
of the organization 


| nolds St. 


Hardware Association at its De- 
cember meeting. Other officers 
elected are vice-president, Wil- 
liam VanDussen, Martin Van- 
Dussen Hardware, 476 N. Good- 
man St.; treasurer, William H. 
Lauterbach, Wm. H. Lauterbach 
Hardware, 750 South Ave., and 
financial secretary, J. P. Josh, 
J. P. Josh Hardware, 150 Rey- 
George Waterhouse, 
Jr., Pittsford Hardware, was re- 
elected secretary. 

Guest speaker at the meeting 
was O. K. Johnson who discussed 


the George Dean Act and _ its 


| benefits for the hardware dealer. 


| UTICA DROP FORGE NAMES 


| Corp., 


with Jack Dunlap, its president | 


presiding. Features of the party 
were dinner and dancing and the 
presentation of three 
plays by employees of the com- 
pany. 
Charles 


one-act 


Baxter, chairman of 


the party committee conducted a | 


song fest in which parodies of 
popular songs written by several 
of the employees were sung. C. S. 
Hollinger, manager of the Gibbs- 
boro factory, lead the singing of 
the “Lucas which he 
wrote and which has 


Song,” 


been 


adopted by Lucas as its official | 
| an old barn on his Ashland farm- 


theme song. 


The highlight of the evening | 
was the presentation of a testi- | 


monial book, containing congrat- | 


ulatory messages, to Walter A. 
Gorrell, vice-president and gen- 
eral manager of the 
The testimonial commemorated 
Mr. Gorrell’s 25th anniversary of 
service to the company. Other 
presentations made at the party 
were a wallet from the Leaders’ 
Club to Mr. Gorrell. Another 
wallet was given to George Frei- 
berg, first president of the club, 
who, on Jan. 1, was transferred 
to a new position at the Cleveland 
office. The Dramateurs 
presented Ed _ Develin, their 
coach, with a dressing kit in ap- 
preciation of his work in direct- 
ing their performance. 


company. 


Lucas 


PHIL GUTKIN HEADS 
ROCHESTER ASSN. 

Phil Gutkin, J. Gutkin Hard- 
ware, 360 Joseph Ave., Roch- 
ester, N. Y., was elected presi- 
dent of the Rochester Retail 
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IOWA REPRESENTATIVE 


The Utica Drop Forge & Tool 
Utica, N. Y., has ap- 
pointed the Delavan Engineering 
Co., 414 Twelfth St., Des Moines, 
lowa, as representative in that 
state as well as in Kansas, Ne- 
braska, North and South Dakota, 
Missouri, except Kansas City 
and St. Louis, and Minnesota, ex- 
cept St. Paul, Minneapolis, and 
Duluth. A stock will be carried 





in Des 
nience of distributors to 
care of immediate pick-ups and 
stock shipments will be made 
from the factory at Utica, as in 
the past. 


DISPLAY CENTER HAS 
NEW HEADQUARTERS 
Samuel J. Hanick of Display 
Center of Philadelphia recently 
held a formal opening of the 
firm’s new headquarters at 718 
Chestnut St., that city. The new 
quarters occupy an entire build- 
ing and feature spacious, ultra- 
modern improved facilities and 
showrooms, and a complete stock 
of all types of display material 

and equipment. 


LANDON P. SMITH? BUYS 
PAINT MIXING EQUIPMENT 


Landon P. Smith, Inc., Irving- 
ton, N. J., manufacturer of Red 
Devil products has taken over 
the manufacture and distribution 
of the paint mixing equipment of 
the Roan Mfg. Co. of Racine, 
Wis. 


WARREN TELECHRON COMPANY 


Telechron Co., 
manu- 


The Warren 
Ashland, Mass., pioneer 
facturer of electric clocks, cele- 
brated two anniversaries at its 
Christmas party held at Nevins 
Memorial Hall, Framingham, 
Mass., and made a special pres- 
entation to its inventor-president, 
Henry E. Warren. 

Mr. Warren, who began his 
experiments with electric time in 
stead, was presented with a 
handsomely bound volume con- 
taining an illustrated history of 
the Telechron Co. and the signa 
tures of all of Warren’s 1200 em- 
ployees. The presentation of the 
book was made by T. Durmer, 





CELEBRATES ANNIVERSARIES 


Mr. Warren’s first employee, and 
now Telechron’s chief inspector. 
It climaxed the Christmas pag- 
eant, “The March of Telechron 
written by William K. 
advertising 


Time,” 
Opdyke, 
manager, which 


Telechron 
traced the de- 
velopment of the company. 

It was just 21 years ago that 
Mr. Warren had first embarked 
in the synchronous electric clock 
business and it was 10 years ago 
that the first separate Telechron 
factory was built. This fall, the 
fifth addition to the original fae- 
tory was opened for operation. 
adding 50 per cent to the com- 


pany’s total space. 





Mr. Durmer, Mr. Warren’s first employee and now Telechron’s chief 
inspector, presents Mr. Warren with the history of the Telechron 
Co., containing the signatures of all of the firm’s 1,200 employees. 


Moines for the conve- | 
take | 


| 








FELIX H. LEVY FORMS 
LAW PARTNERSHIP 
Felix H. Levy has announced 
a law partnership, Levy & Mol- 
loy, at 11 Broadway, New York 





FELIX H. LEVY 


City, with J. G. L. Molloy and 
George B. Levy. 

Mr. Molloy was an assistant 
corporation counsel throughout 
Mayor LaGuardia’s administra- 
tion and also legal advisor to the 
Mayor. 

Felix H. Levy has been a fre- 
quent contributor to HARDWARE 
Ace in his widely-known spe- 
cialty as an authority under the 
Sherman Law, the Clayton Law, 
the Patman Law and especially 
the State Fair Trade Practice 
Acts. In Harpware AGE editorial 
comments on these laws, it has 
frequently had Mr. Levy’s pro- 
fessional advice. 


WESTFIELD MFG. WINS 
MERIT AWARD 

The Westfield Mfg. Co., West- 
field, Mass., was among the 80 
Massachusetts firms to win merit 
awards for product development 
and improvement in manufactur- 
ing at the annual conference of 
the Associated Industries of 
Massachusetts, recently held in 
Boston. The Westfield company, 
manufacturer of bicycles, re- 
ceived the award for its instru- 
ment panel, comprising clock and 
speedometer. 


WILBUR B. DRIVER CO. 
REPORTS EXPANSION 


The Wilbur B. Driver Co., 
Newark, N. J., manufacturer of 
nickel-chrome and other alloys 
for electrical, radio and certain 
mechanical applications, has put 
into operation its new hot rolling 
mill for conveying ingots into 
wire rods. This makes the com- 
pany’s plant a completely inte- 
grated mill capable of producing 
all its materials from raw stock 
to finished wire and ribbon. 
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PAINT AND VARNISH 


BRUSH MERCHANDISERS 


* 
No.2400-A ASSORTMENT 


10¢ VALUES» 


FLAT VARNISH BRUSHES. Assortment 
contains 2 Doz. t’ with RED 
handles; 144 Doz. 1%" with BLUE 
handles; 23 Doz. 2’ with YELLOW 
handles. Pure black Chinese 
bristle, vulcanized in rubber. 


No. 3000 ASSORTMENT 
10¢-15¢-25¢ 
VALUES 


FLAT VARNISH BRUSHES. Assortment 
contains 1 Doz. 1”; 1 Doz. 1%”; 
1Doz.2”. All sizes have ORANGE 
handles with LIGHT BLUE tips. 
Pure black Chinese bristle, vul- 
canized in rubber. 


No.6000-B ASSORTMENT 


75¢-"1.00-*1.25 
VALUES 


WALL BRUSHES. Assortment contains 
ly Doz. 3”; 4% Doz. 3%"; % Doz. 
4’, All sizes have ORANGE 
handles with DARK BLUE tips. 
Pure black Chinese bristle, vul- 
canized in rubber. 


New 
OSBORN ASSORTMENTS 


have the Power 





to Sell! 






te 
and Point with Pride to 
A PERFECT FINISH 
SEBORF 


@ Get these top values into your customers’ hands and they sell 
themselves! Three well planned counter displays of Osborn Paint 
and Varnish Brushes in popular sizes and brilliant colors not 
only help sell brushes but create a demand for paint! 


Ingeniously constructed, the new Osborn display boxes are 
designed for a quick set-up. Top of box divides, folds under and 
becomes a strong, supporting base for the display. 

Place your orders now for prompt delivery! Ask your Osborn 
Brush wholesaler or write us. 


THE OSBORN MANUFACTURING COMPANY 


§401 HAMILTON AVENUE CLEVELAND, OHIO 














JANUARY 13, 1938 


89 








SC LT a PPT Ms 











BICYCLE EXPERT JOINS 
ARNOLD, SCHWINN 


Emil Wastyn has joined the 
tecthnical force of Arnold, 
Schwinn & Co., 1718 N. Kildare 
Ave., Chicago, Ill., bicycle manu- 
facturer. Mr. Wastyn has been 
building fine English and Conti- 





EMIL WASTYN 


nenta! type bicycles for the past 
25 years on special order, and 
has supplied many of the track 
racing and six-day racing bi- 
cycles used by crack riders in 
this country. Mr. Wastyn was 
born in Belgium where he 
learned the bicycle business, and 
his entire business career has 
heen devoted to that field. 


GIANT GRIP CELEBRATES 
75TH ANNIVERSARY 


Giant Grip Mfg. Co., Oshkosh, 
Wis., manufacturer of drive calk 
horseshoes, steel drive calks, rub- 
ber heel calks, and_ pitching 
horseshoes, is observing its 75th 
anniversary of continuous opera- 
tion this year. During the entire 
75 years, only two families have 
operated the plant—the Chal- 
loner and Everhart families, the 
latter the present owners, under 
whose operation the “Giant Grip” 
brand has been developed. The 
company’s present officers are: 
Noyrne Everhart Riebs, presi- 
dent; George A. Altendorf, vice- 
president and general manager, 
and Arthur J. Riebs, secretary 
and treasurer. 


KELVINATOR MAKES 
NEW APPOINTMENTS 


J. A. Lee has become a mem- 
ber of the Kelvinator Division, 
Nash - Kelvinator Corp’s. com- 
mercial air conditioning depart- 
ment and is stationed at the home 
office, 14250 Plymouth Rd., De- 
troit, Mich. Mr. Lee was former- 
ly sales manager for one of the 
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| comprise M. N. Fekete, accoun- 








company’s southern distributors. 

Commercial franchises have 
been granted to six new Kelvin- 
ator distributors. They are: Ed- 
ward A. Lutz, Inc., 85 East Ave., 
Pawtucket, R. I.: Sikeston Sales 
Co., Sikeston, Mo.; Electric Re- 
frigeration Co., 2% Main St., 
Danielson, Conn.; Sutterer Sales 
and Service Co., Perryville, Mo.; 
The Plaut Co., 135 Main St., Nor- 
wich, Conn., and FE. W. Swick 
Electrical Co., 9 Water St., Tor- 
rington, Conn. 

A new factory branch for the 
Kelvinator Division was opened 
recently at 1027 North Highland 
Ave., Los Angeles, Calif. T. J. 
McIntire is manager of the 
branch which will handle only 
electrical household appliances. 
In addition to Mr. McIntire, the 
personnel of the new branch will 


tant and office manager, and J. J. 
McQuade, credit and collection. 


BARCALO DISTRIBUTORS 
MEET IN CHICAGO 


Representatives of the Barcalo 
Mfg. Co., Buffalo, N. Y., manu- 
facturer of hardware and auto- 
motive tools, recently held a sales 
meeting and dinner at the Pal- 
mer House, Chicago, Ill. The 
meeting was attended by Nelson 
M. Graves, vice-president; A. W. 
Kirton, secretary and treasurer; 
G. N. Abt, assistant secretary; 
Edward Jackson, distributor from 
New Zealand; Max Wynbergen, 
Holland: Alexander Goldstein. 





Turkey; Mauricio Brandt, Ar- 
gentine; J. A. Murphy, Philip- 
pine Islands; Ernest W. Lenz, 
export manager, New York City; 
J. S. Corriveau, Cleveland; 
George Hoffer, Chicago; E. R. 
Abel, Minneapolis; E. L. Allis, 
Boston; L. C. Richtmyre, New 
York; K. W. Zeagler, Los An- 
geles; J. C. Gurney, Chicago: 
A. J. Millard, Cincinnati, and 
Samuel S. Lerner, Montreal. A 
number of customers and friends 
were also present. 

A similar meeting of company 
representatives in the eastern 
territory is planned during the 
Automotive Accessories Volume 
Buyers Show in the early part of 
March, 1938. 


ANCHOR, HOCKING GLASS 
FORMED IN TRANSACTION 


Anchor Cap Corp. has _ac- 
quired all of the properties and 
assets of the Hocking Glass Co. 
in accordance with the plan ap- 
proved at a meeting of the 
Anchor Cap Corp. stockholders. 
recently. The name of Anchor 
Cap Corp. has been changed to 
Anchor, Hocking Glass Corp.. 
which will directly or through 
subsidiaries, operate glass con- 
tainer factories at Winchester, 
Ind.; Salem, N. J., and Con- 
nellsville, Pa., and closure cap 
plants at Long Island City, N. 
Y., and Toronto, Canada. The 
concern will also operate the 
tableware plants formerly owned 
by the Hocking Glass Co. at 


Lancaster, Ohio. 





RECOMMEND LABELS FOR STANDARD COLORS 
OF BATHROOM AND KITCHEN ACCESSORIES 


As a final step in the program 
for standardization of colors in 
bathroom and_ kitchen  acces- 
sories, the Houseware Buyers | 
Group of the National Retail | 
Dry Goods Assn., 101 W. 31st 
St., New York City, through its 
chairman, A. I. Denburg, mer- 
chandise manager, Kresge De- | 
partment Store, Newark, N. J.. | 
suggested a label to be attached | 
to the articles for identification 
of the standard colors. 

The label has the approval of 
the National Bureau of Stand- 
ards of the Department of Com- 
merce and carries its name. 
Housewares manufacturers will 
be urged to place the labels on 
accessories produced in the 
standard shades as a mark of 
identification to the store buyer 
and the consumer. 

There are seven colors for 
bathroom items and_ six for 
kitchenwares for which standard 
shades were worked out in a 
joint program between producers 
and retailers, and approved by 








the Bureau of Standards at a 
conference last spring. The la- 
hels will identify those colors. 
The bathroom shades include: 
bath green, orchid, ivory, maize, 
bath blue, royal blue. Those for 
kitchenwares are: white, kitchen 
green, ivory, delphinium blue. 
royal blue, and red. 

A large number of manufac- 
turers are already making up 
goods in those standard colors 
and have announced their inten- 
tion of placing such merchandise 


RUSSWIN APPOINTS 
CUBAN AGENT 


Fernando A. Larcada, Oficios 
18, Havana, Cuba, has been ap- 
pointed representative in that 
territory for the Russell & Erwin 
Mfg. Co., New Britain, Conn. 

Mr. Larcada is president of 





F. A. LARCADA 


the Havana Yacht Club and 
prominent in Cuban business cir- 
cles. In addition to having the 
exclusive sales agency for the 
Russwin line, Mr. Larcada repre- 
sents such well known American 
firms as The Collins Co., Collins- 
ville, Conn.; The Stanley Works, 
The Stanley Rule & Level Plant, 
The Stanley Electric Tool Di- 
vision and other Stanley  sub- 
sidiaries, all of New Britain, 
Conn.; Remington Arms Co., 
Bridgeport, Conn., Peters Car- 
tridge Division, Remington Arms 
Co.; The McKay Co., Pittsburgh, 
Pa.; Norton Co. and Norton Pike 
Co., Worcester, Mass., and The 
Capewell Mfg. Co., Hartford. 
Conn., and others. 

Mr. Larcada and his organiza- 
tion cover the territory at least 
four times a year and all cus- 
tomers and prospects are con- 
tacted periodically giving them a 
complete information service on 
the various lines. 


KEYSTONERS MAKE MERRY 
AT CHRISTMAS PARTY 





on the market after Jan. 1, thus 
moving toward elimination of a 
troublesome problem in_ retail 
stores—the difficulty of store 
customers in securing § acces- 
sories for kitchen and bath in 
matching colors to obtain color 
harmony. Plaques of the ap- | 
proved colors are being made | 
available to producers and re- 
tailers by the National Bureau | 
of Standards, and are expected | 
to be shown, along with the sug- 
gested label, at the two January 
houseware shows in Chicago. 


The Keystoners, an organiza- 
tion of Pennsylvania salesmen, 
gathered at the Llanerch Coun- 
try Club, Friday, Dec. 17, for a 
gala Christmas party. The ball 
room and cocktail lounge was 
appropriately decorated in the 
Yuletide spirit, furnishing a per- 
fect setting for an evening of 
dancing and gaiety, followed by 
a buffet supper. Robert Brown 
was chairman of the entertain- 
ment committee and made the 
entire arrangements for the af- 
fair. 
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JF THREE ADVERTISEMENTS EXPLAINING 


* 






de in 7 Single End pat- 
ose from 4 to 24/’ and 2 
Double End patterns com- 
bining 4-6” and 6-8 
headsizes. All are chrome- 
plated withpolished heads 
and non-slip handle fin- 
ish. Fully guaranteed. 









PRECISION MANUFACTURE 
EMPLOYING ONLY THE 
BEST METHODS 








DEALERS: Ask for reprints 
of this series of 3 ads for 
your salesmen. They can 
SELL with them. 













@ In order to get the most from the remarkable alloy steel 
used in Crestoloy Wrenches, Crescent tolerates no “short- 
cuts” whatever in manufacture. Many operations are accom- 
plished on specially-designed machines simply because 
standard machinery is not available which will deliver 
continuous production in conformity with Crescent’s rigid 
requirements. 






CHECKED AND DOUBLE- 
CHECKED TO MAINTAIN 
HIGH QUALITY STANDARDS 







Relentless inspection interrupts the various steps in the 
manufacture of Crestoloy Wrenches. It is practically im- 
possible for damaged or inferior parts to ever reach final 
assembly. After assembly, samples of finished wrenches— 
picked at random from the different production lots—are 
sent to the Testing Laboratory. Here they undergo tests 
that exceed by a wide margin the loads which any wrench 
will ever receive in actual service. 


If you want the quality that spells real tool economy, next 
time you buy wrenches insist on Crestoloy. setts 
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MAY COMPANY'S 20-YEAR 

CLUB ELECTS OFFICERS 
On Dec. 29, the 20-Year Club 
of the May Hardware Co., 1818 
New York Ave., N. E., Washing- 


ton, D. C., held its regular an- | 


nual meeting and dinner at the 
Willard Hotel in that city. 





CHARLES W. CLAYTON 


Thirty-three members and guests 
were at the dinner, the guests 
being those members of the May 
sales force not qualified for mem- 
bership in the club. 

The following officers were 
elected for the ensuing year: 
president, Charles W. Clayton; 
secretary, Howard M. Miles, and 
assistant secretary, Arnold L. 
Burd. 

With Harold F. M. Buck at 
the piano, George R. Bowie and 
Stanley Everhart led the group in 
community singing. This was fol 
lowed by feats of legerdemain by 
Raymond Otterback and a song 
program by the Washington Trio. 

The day after the meeting the 
entire sales group met for a full 
day session in the University 
Club where it viewed a moving 
picture of a manufacturer’s plant. 
The remainder of the day was 


| Co., 1712-1720 N. Twelfth St., 


| expansion program in which will 


| 








| months of the new year. 


given to intensive grooming of 
May’s sales force for the early 


STANDARD ELECTRIC STOVE 
PLANS EXPANSION 


The Standard Electric Stove 
Toledo, Ohio, will undertake an 


be included the doubling of its 
floor space, installation of new 
machinery, and new equipment 
for increased production. The 
company will continue manufac- 
turing in its present plant until 
the new facilities are ready for 
occupancy. The Standard line of | 
1938 consists of all domestic | 
sizes of ranges in improved and | 
modernized designs, domestic wa- | 
ter heaters and a full line of 
commercial cookery ranges. 











HARDWARE BRIEFS 








CALIFORNIA 
The Davis Lumber Co., has 
purchased the business and stock 
of the Anderson Hardware store 


in Davis, Calif. 





FLORIDA 


Knauers Hardware Co., Jack- 
sonville, Fla., has opened a down- 
town appliance store at 221 
Hogan St. 

The Franklin Hardware Co., 
has opened its new store in Fort 
Myers, Fla., with a 50 by 100 
feet main floor and a mezzanine 


space of 50 by 50 feet. 





LOUISIANA 
The Glenwood Hardware and 
Sporting Goods store was opened 
recently at 3307 Line Ave., 


| Shreveport, La., by F. A. Clou- 


RUSSWIN ISSUE BOOKLET 
ON BUILDERS’ HARDWARE 


The Russell & Erwin Mfg. Co., | 
New Britain, Conn., has recently | 
issued a new booklet called, 
“Residential Hardware of Dis- 
tinction.” It shows only hard- 
ware adaptable for use in resi- 
dential buildings. The items are 
presented in a modern manner, 
in two colors, and grouped into 
architectural schools. A home 
typical of each period is repro- 
duced on each page. Hence hard- 
ware for Colonial, Modern, Early 
Colonial, English, and Spanish 
type homes is illustrated in the 
booklet. 

The booklet has been distrib- 
uted to all Russwin dealers for 
their use as a sales promotion. 
It has proved so popular that a 
Spanish edition was published 
for use by the company’s South 
American representatives. 





| 


tier, Jr. 


MICHIGAN 


Reconstruction of the Rechlin 
Hardware Co. building at 817 
Washington Ave., Bay City, 
Mich., recently damaged by fire, 
is now under way. The interior 
of the building will be entirely 
remodeled and a new modern 
front will be constructed. The 
work is scheduled for completion 
by about March 1. 

The Strait Hardware recently 
purchased the Odd Fellows Hall! 
at Vestaburg, Mich., and is re- 
modeling and _ refinishing the 
front. 


The Marion Hardware Co., 
Marion, Mich., for the past 30 
years under the management of 
A. J. Morton, will in the future 
be operated by his two sons, 
Héward and Carlton. 





Members and guests of the May 20-Year Club at their regular annual meeting and dinner 
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MINNESOTA 


Evan Bowen recently _ pur- 
chased the hardware and lumber 
business of Robert Harris, in 
Cambria, Minn. 





MISSOURI 


H. W. and Boyd George have 
opened their new hardware and 
implement store in Osceola, Mo. 





NEW JERSEY 


The Caterina Hardware Store, 
714 Landis Ave., Vineland, N. J., 
was recently enlarged by taking 
over the second floor of the build- 
ing. Sporting goods and toys will 
be displayed on the second floor. 





NEW YORK 
C. T. E. Van Horne has pur- 


chased the interest of his former 
partner in the Richtmyer & Van 
Horne Hardware store at Fulton- 
ville, N. Y. Mr. Richtmyer has 
retired to give greater attention 
to his other interests. 





NORTH CAROLINA 


J. E. Cannon, Hartsville, 
N. C., has purchased the Harts- 
ville Hardware Co., from the 
estate of the late C. N. Drawdy. 





PENNSYLVANIA 


J. M. Palonder recently opened 
his new and modern hardware 
store in Perryopolis, Pa. 





TEXAS 


George Hamilton, Galveston, 
Tex., has purchased the con- 
trolling interest in the hardware 
and furniture store of Ritter- 
Paul Co., Inc., Texas City, Tex. 





VERMONT 
Guy Hardware Co., Inc., 220 
N. Main St., Barre, Vt., recently 
held a formal opening of its new 
quarters. 





WASHINGTON 


The Sprague Hardware & Im- 
plement Co., was recently sold to 
Leo McCutcheon and Guy A. 
Munson. Mr. Munson had previ- 
ously been with the Denson & 
Cassels Co., Davenport, Wash., 
hardware firm. 


WYOMING 


C. D. Roberts recently moved 
his Sundance, Wyo., hardware 
store to new quarters in that 
town. 
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THE CHRISTMAS SELLING SEASON IS 
OVER—BUT LOOK WHAT'S JUST AHEAD! 


January | starts a series of attractive deals, early year 
specials, new appliances and a barrage of consumer adver- 
tising and publicity that will make General Electric Heating 


Devices easy to sell in the new year. 


Magazines with a direct circulation of over 25,000,000 and 
an estimated readership of over 100,000,000 a month will tell 
almost every family in the nation that General Electric 
manufactures a complete line of quality Heating Devices. 
Hard-hitting folders and sales-compelling displays are 
available for your use. 

All this—to support you and your salesmen—to make your 
jobs easier and more profitable every month of the year in 
1938. Be sure to sell the heating devices that carry the G-E 


guarantee tag. 


GENERAL @ ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE DEPARTMENT, BRIDGEPORT. CONN. 








Sell Satisfaction—It Pays! 
If a satisfied customer is the best advertisement a product 


and dealer can have, then Union Hardware Roller Skates 
are worth handling. 


Read the proof in the happy faces of the boys and girls, 
men and women who are completely satisfied with them. : For Children 


Because 


UNION HARDWARE 


Ball Bearing Extension Roller Skates 





are constructed right. The continued use of good parts, 
smooth ball-bearings, oscillating trucks with best rubber 
cushions, sturdy straps and a formed steel loop which 
protects the straps and prevents their being cut or pulled 
out, quick, easy adjustment to different size shoes and 
steady, profitable demand are the reasons why more hard- 
ware jobbers sell them than any other brand. 









No. 5 
For Boys 






Please Order from Your Jobber 


(BEV EE 8 | 
HARDWARE COMPANY 


TORRINGTON. CONN. 


NEW YORK OFFICE IS|' CHAMBERS STREET 
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CARLETON D. EMMONS 


Carleton D. 
dent, 


Emmons, 
Emmons-Hawkins 
ware Co., Huntington, W. Va., 
wholesale and_ retail, passed 
away at the age of 79 following 
a year of poor health. He had 
been a hardwareman since March 


5, 1884, and was a member of 





c. D. EMMONS 


the Harpware Ace Fifty Year 
Club. In all of his years as a 
hardwareman he was the active 
head and largest stockholder of 
each of the five firms of which 
he was a member, the present 
firm having been incorporated in 
1899 under the name Emmons- 
Hawkins Hardware Co. For 
about 20 years he traveled for 
his house, much of the time on 
horseback through the hill and 
farm regions of W. Virginia and 
Kentucky. For more than thirty 
years he was a director of the 
First Huntington National Bank, 
and for more than 50 years he 
had been a member of the vestry 
of his church. 


OSCAR E. LINDEMANN 


Oscar E. Lindemann, 44, a 
director and chief purchasing 
agent of the A. J. Lindemann & 
Hoverson Co., Milwaukee, Wis., 
manufacturer of stoves and ranges, 
died Dec. 20. He was the son 
of Albert J. Lindemann, co- 
founder of the company and now 
chairman of the board. Three 
other sons are executives of the 
company, Albert L., being presi- 
dent; Walter C., vice-president, 
and Eugene A., secretary. 


OWEN RUSH 


Owen Rush, 50, manager of 
the Boston branch of Devoe & 
Raynolds Co., Inc., 1 W. 47 St., 
New York City, died after a 
heart attack, Dec. 8, at his home 
in Boston. 

A native of Indiana, Mr. Rush 
went to New York in 1912 where 
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he became associated with the 
I. B. Williams Co. and later Ed- 
Ladew, both leather 
belting firms. He joined Devoe 
& Raynolds, Inc., in 1922 as a 
trade salesman covering Brooklyn 
and Queens. In 1931 he was 
appointed manager of the Boston 
branch. Mr. Rush is survived 
by his widow. 


CRAWFORD L. DUNHAM 


Crawford L. Dunham, 70, for 
18 years engaged in the plumb- 
ing, heating, hardware, and sheet 
metal business in New Bedford, 
Mass., died recently at his home 
state. Mr. 
Dunham learned the sheet metal 
and plumbing business while a 
youth and when 22 years old 
started his own business. In 1936, 
due to ill health, Mr. Dunham 
was forced to retire. He leaves 
his widow and three children. 


EDGAR E. ADAMS 


Edgar E. Adams, 66, for many 
years vice-president and general 
manager of the Cleveland Hard- 
ware Co., Cleveland, Ohio, now 
the Cleveland Hardware & Forg- 
ing Co., passed away Dec. 21 
after a long illness. 

A native of Cleveland, Mr. 
Adams became a timekeeper for 
the Cleveland Hardware Co. in 
i890. At that time the company 
was engaged largely in the man- 
ufacture of vehicle hardware but 
later extended its activities to 
the automotive field. 


WAYNE LEESON 


Wayne Leeson, 74, secretary- 
treasurer of R. L. Leeson Sons 
Co., Inec., Elwood, Ind., passed 
away Dec. 23. While the R. L. 
Leeson Sons Co. was a retail or- 
ganization, Mr. Leeson also 


organized in 1913 the wholesale | 


firm known as the Wayne Leeson 
Sons Co. 


JAMES S. PHIFER 


James S. Phifer, 68, for the 
past 27 years superintendent of 
the Allentown, Pa., plant of the 
American Steel & Wire Co., 
Cleveland, Ohio, died recently of 
a heart ailment. Mr. Phifer had 
served four years with the Cole- 
raine Iron Co., Reddington, Pa., 
as machinist and three years as 
machinist and foreman at the 
Bethlehem Foundry & Machine 
Co., Bethlehem, Pa., before be- 
coming associated with the Con- 
solidated Steel & Wire Co. as a 
master mechanic in 1895. When 
Consolidated was taken into the 
American Steel & Wire Co., Mr. 
Phifer remained with the com- 
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pany, working up to assistant 
superintendent and being ap- 
pointed superintendent of the 
Allentown works of the company 
in 1910. 


EDWARD HASELBARTH 


Edward Haselbarth, 69, Salis- 
bury, Pa., hardware dealer, died 
recently from a heart ailment. 
Mr. Haselbarth is survived by 
his widow, two brothers and a 
sister. 


EDWIN F. CATHCART 


Edwin F. Cathcart, 46, director 
and vice-president in charge of 
sales, Arco Paint Co., died re- 
cently at his home in Lakewood, 
Cleveland, Ohio. Shortly after 
the war he became associated 
with the duPont organization in 
the development of nitro-cellulose 
lacquers. In 1922 he went to 
Cleveland to join The Glidden 
Co., in the development of lac- 
quers. Since 1934 he had been 
with the Arco Co. Mrs. Cath- 
cart and two sons are among his 
survivors. 


WILSON BACHERT 


Wilson Bachert, 75, proprietor 
of the Lion Hardware Co., 
Springfield, Ohio, for almost 20 
years passed away recently at his 
home in that city. He leaves his 
son, Albert, and a daughter. 


D. EDWARD SMITH 


D. Edward Smith, secretary of 
The Smith-Comstock Co., whole- 
sale hardware firm of Bridgeport, 
Conn., passed away Dec. 28 after 
a brief illness. Surviving Mr. 
Smith are his widow and a son. 


WILLIAM T. KELLMURRAY 


William T. Kellmurray, well 
known hardware man of Utica. 
N. Y., died at his home in that 
city on Dec. 29 after a lingering 
illness. For many years Mr. 
Kellmurray was chief assistant to 
Frank Doyle, hardware merchant 
of Utica in the management and 
operation of the group of retail 
stores in Central New York 
known as Doyle Hardware. His 
widow and several children sur- 
vive. 


HENRY M. SMITH 


Henry M. Smith, associated 
with the Lawson Hardware Co., 
Newburgh, N. Y., for the past 
49 years, passed away Dec. 20. 
Mr. Smith became employed by 
the hardware firm upon his 
graduation from high school, 
subsequently becoming buyer and 
general manager. 





ARNAUD G. HELLER 
Arnaud G. Heller, 66, vice- 


president and general manager 
of Heller Bros. Co., Newark, 
N. J., passed away recently in 
Cleveland, Ohio. Mr. Heller be- 
came vice-president and secretary 
of the company after his father’s 
death in 1912. He moved to 





ARNAUD G. HELLER 


Newcomerstown, Ohio, in 1933 to 
assume the position of vice- 
president and general manager. 

Mr. Heller leaves his widow, 
a daughter and a brother, Paul 
E. Heller, who is president and 
chairman of the board of Heller 
Bros. Co. 


C. J. HETRICK 


C. J. Hetrick, Alta, Iowa, 
hardware dealer, passed away re- 
cently at the age of 80. He had 
been in the hardware business 
in Alta since 1893. Mr. Hetrick 
was a member of the town coun- 
cil for several years and was 
mayor of Alta for two terms. He 
was active in church work hav- 
ing served as a trustee and as an 
elder of his church. Mrs. Het- 
rick and a son survive. 


WEAVER HARRIS 


Weaver Harris, 55, treasurer, 
McWhorter, Weaver & Co., 
Nashville, Tenn., wholesale hard- 
ware distributors, died recently 
from a heart attack he suffered 
at the Richland Golf Club. He 
had been affiliated with the Mc- 
Whorter, Weaver Company for 
the past 25 years. Mr. Harris 
was active in church work and 
civic affairs, the Nashville Credit 
Men’s Association and the local 
Y.M.C.A. Much of his leisure 
time was devoted to procuring 
recreational facilities for Nash- 
ville youths. Mrs. Harris, a 
daughter, a son and his father 
survive. 
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HERE there’s a need, there’s 
a profit for you. Nearly 
every farmer has an axe, pick, 
sledge, hammer, or hatchet that 
needs only a new handle to put 
it in first-class shape. 


There is the need—here’s how to 
cash in on it. Display Turnerday 
“Slo-Seasoned” Hickory Handles. 
These handles are cured nature’s 
way to retain all the strength and 
toughness of the hickory wood. 
Use our store advertising helps. 
Your customers will then sell 
themselves. 


Write us today for a valuable new 
Catalog and’ for our special offer 
of a Handle Display Stand and 

«advertising helps. Your jobber 
can supply Turnerday Handles 
trade-marked and grade-marked for 
your protection. 





TURNER, DAY & WOOLWORTH 
HANDLE COMPANY, Inc. 
LOUISVILLE, KY. 

World's Largest Makers of Hickory Handle$ 





YOU KNOW THE 
GRADE OF HICKORY 
MANUFACTURER 


TURNERDAY 


HICKORY HANDLES 


HICKORY HANDLES BACKED By 80 YEARS OF 






YOU KNOW THE 


WORLD LEADERSHIP 
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A Valuable New Booklet 
Every Denler Should Have 


practical selling tips to 
get more sash cord business! 


@ We have prepared this interesting free booklet especially to 
help dealers get more sales and more profits on sash cord! It’s 
packed with practical information, selling tips, business getting 
ideas—to help you make more money on this product. You'll 
want to keep this booklet permanently. Write for your free copy 
today. There’s no obligation. Use the convenient coupon below! 


Buy PURITAN Sash Cord! 


Next time you order sash cord, specify PURITAN. You can sell this top 
quality sash cord at a popular price and be sure of a good profit and 
100% customer satisfaction. This nationally known brand is extra strong, 
long lasting, better made, and economical—;guaranteed by one of America’s 
oldest and best known mills. 


Puritan Mills also offer a complete line of sash cords 
to meet all price and quality requirements—plus a 
wide variety of other types of braided cotton cord 
for many purposes. Puritan products are carried by 
leading jobbers everywhere. Ask your jobber for our 
catalog, samples and any other information. If he 
cannot supply you, please write us, mentioning your 
jobber’s mame and address. And remember—vwrite 
today for your free copy of “MORE PROFITS FROM 
SASH CORD.” 


PURITAN CORDAGE MILLS, INC., Louisville, Ky. 
MAIL THIS COUPON NOW! 







PURITAN co 


RD 
1205 Washingt AGE MILLs 


" on St., Louisville, Ky 
ase send me y 
your new fre 
e 

FIRM... .. . 





booklet, “More P 


Tofits from Sash Cord.” 
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FIC Issues Cease and Desist Order 
to Oliver Bros. Who Will Appeal 


J. H. Oliver comments that Commission's order was expected but until U. S. Circuit 
Court of Appeals makes decision no action is required incident to FTC order—Felix H. 
Levy. counsel for Oliver Bros, Inc., expresses full confidence in successful final outcome 


N January 3, 1938, the Federal 

Trade Commission announced 
it had ordered Oliver Brothers, Inc., 
New York, to cease and desist from 
alleged violation of the brokerage 
section of the Robinson-Patman anti- 
price discrimination act. The FTC 
contended that the firm, engaged in 
selling marketing information and 
purchasing services, principally to 
wholesalers, acted for buyers in 
transactions with sellers, and that 
brokerage fees, ranging from 1 to 
10 per cent of the sales price re- 
ceived by the firm, were paid by it 
to the buyers. The Commission’s 
order maintained that this resulted 
in giving the buyer a discount in 
price. The commodities involved are 
hardware, automobile, electrical, 
radio, mill, machine. plumbing and 
steam supplies. 


The Order 


Under the order, says this an- 
nouncement, Oliver Brothers, Inc., 
is prohibited from receiving from 
any seller any brokerage commis- 
sion which is intended to be paid 
over to the buyer, and from paying 
to any buyer any commission so re- 
ceived. 

Sellers named in the order are 
ordered to discontinue paying to 
Oliver Brothers, Inc., any commis- 
sion or brokerage, to be paid over 
by Oliver Brothers, Inc., to buyers. 
Buyers named in the order are di- 
rected to cease accepting from Oliver 
Brothers any commission paid to it 
by a seller. 

The Commission’s order declared 
that if any services were rendered 
by Oliver Brothers to the selling con- 
cerns, no payment was in fact made 
for such service, but the brokerage 
was paid for the use of the buyers 
exclusively. 

The Commission is principally a 
fact-finding body and cannot, there- 
fore, pass on the constitutional ques- 
tions in this case. The Circuit Court 
of Appeals has this right. and Oliver 
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Brothers, Inc., has announced that it 
will appeal to this Court. 

Commenting on the Commission’s 
order James H. Oliver, president of 
Oliver Brothers, Inc., says: 

“The Commission’s order is not 
at all a surprise but has been in 
daily expectation by us. It was is- 
sued in pursuance of an agreement 
made by the company with the Com- 
mission so as to conform with the 
precisely similar order issued by the 
Commission last July in an identical 
proceeding. 

“The Commission, with great fair- 
ness. in order to save time and 
money for all concerned, agreed to 
dispense with a separate trial of the 
Oliver case by means of adopting 
the testimony taken in the other 
case. This public spirited action by 
the Commission is highly appreci- 
ated. 

“The appeal which has been taken 
by the other company to the circuit 
Court of Appeals will, for all prac- 
tical purposes, apply to the order 
issued in the Oliver case. 

“The appeal in the other case will 
be argued before the Court of Ap- 
peals about next March and _ prob- 
ably simultaneously with the Oliver 
appeal. Until the disposition of such 
appeal by the Court of Appeals, this 
order requires no change whatever 
in our business policies or practices. 

“Felix H. Levy, 11 Broadway, 
counsel for Oliver Brothers, Inc., 
and former special assistant to the 
United States Attorney General, has 
expressed full confidence in the suc- 
cessful outcome of this appeal upon 
the ground that the brokerage sec- 
tion of the Patman Act was never 
intended to apply to the business 
policies which have been followed 
for more than a generation both by 
the Oliver company and the other 
company.” 

In a prior statement by Mr. Oli- 
ver, dated Nov. 20, 1937, this new 
order was anticipated when he said: 

“As previously advised, the Fed- 
eral Trade Commission began a pro- 


ceeding against us last March, evi- 
dently for the purpose of obtaining 
a court interpretation of the broker- 
age clause of the Robinson-Patman 
Law. We promptly filed our answer 
asserting the full legality of our 
procedure and maintaining that the 
brokerage clause was inapplicable 
and also unconstitutional. 

“Upon ascertaining that an iden- 
tical proceeding had been begun by 
the Commission against another com- 
pany and that the taking of testi- 
mony in that proceeding had been 
completed, we obtained the approval 
of the Commission to dispensing 
with a separate trial of the proceed- 
ing against us, by means of adopting 
the testimony taken in the other 
case. 

“We are glad that this was done 
because it has saved a great deal of 
time and money for ourselves, and 
the Commission, as well. 


Confidence in Result 


“As a result of this useful pro- 
cedure, an order similar to that 
which was issued by the Commis- 
sion in the other case will probably 
be issued in our case, and will be 
promptly appealed by us just as the 
other order has been appealed. Such 
appeal will suspend the operation of 
such order, until disposition of the 
appeal. Both orders will later on 
come up before the United States 
Circuit Court of Appeals for review 
and, as we confidently believe, will 
then be set aside. 

“We are letting you know these 
facts in advance, so that when you 
learn that the order has been issued 
in our case, if it is, you will fully 
understand the situation and not 
permit it to disturb you. We have 
the fullest confidence in the correct- 
ness of our position and are entirely 
satisfied that the final court action 
in our case will be altogether satis- 
factory.” 
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HERE’S one of the fastest selling items in the retail 
hardware trade . .. ball bearing casters that roll in any 
direction quietly, smoothly and without effort. 
MERCHANTS MAKE MONEY WITH "ACME" CASTERS 

Every customer is a logical prospect for “ACME” Ball 
Bearing Casters. All you have to do is demonstrate. . . 
roll an “AcME” along the counter or in the palm of your 
hand and the sale is made. Stock ““AcMES” and roll up 
profits. 






THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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THE CHENEY NAILER— 
YOUR FASTEST SELLER 


Make 1938 your banner year on hammer 
business with the Cheney Nailer to lead 
the way. Send your order for a Cheney 
Sales Maker display-demonstrator 
today. In it are 

10—16 ounce Cheney Nailers No. 938 


2—20 ounce Cheney Nailers No. 93Z 
1—16 ounce Cheney Nailer No. 938 
chained to display 
1—Cheney Sales Maker display. 
For bigger hammer business this year — 
stock the Cheney line. 


HENRY CHENEY HAMMER CORP. 
FACTORY: LITTLE FALLS, NEW YORK 
SALES OFFICE: 302 BROADWAY, NEW YORK 
PACIFIC COAST REPRESENTATIVES 
Kelly-Duncan Co., Los Angeles—San Francisco 
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The “Before & After 

House” as it appears 

at close range. It 

is a sales argument 

that needs no type 
to tell its story. 


Show 'Em and Youll Sell Em! 


N U. S. 40 between Spring- 
field and Columbus, Ohio, 
there is a startling demon- 


stration of what paint alone can 
do. Part of a typical farm house 
has been painted and the rest left 
unpainted. The contrast between 
the old, unpainted half and the 
newly painted half is dramatic. 
It is the strongest selling argument 
dealers can have to help them 
sell paint for “house jobs.” 

Everybody living in central 
Ohio will drive along U. S. 40 
sometime during 1938. As they 
approach the house from either 
direction, road signs tell them 
to “See the Before & After 
House.” When they draw closer, 
a sign tells them to “Slow up. 
You are nearing the Before & 
After House. Startling paint dem- 
onstration. 

Most cars driving by the house 
do slow down while their occu- 
pants look at what really is a 
startling sight. They see brilliant 
white paint glistening in the sun 
and making half of the house 
new and beautiful. They see 
green trim that shines gaily. And, 
in contrast, they see old, drab, 
weather-worn boards that give the 
rest of the house its down-at-the- 
heel appearance. They can’t help 
but be impressed at what paint 


The “Before & After House” presents an 


outstanding example of what paint can 


do and offers a sales idea to dealers 


has done to make part of the 
house look new again. They no- 
tice how the window frames on 
the unpainted half fail to enhance 
the beauty of the house and then 
observe how similar window 
frames on the painted half appear 
so grateful for their sparkling 


new beauty. And they usually go 
away convinced that it is paint 
that has restored the nice lines, 
good proportions and beauty of 
this house. 

If, as the Chinese say, one pic- 
ture is worth 10,000 words, the 
“Before & After House” is doing 








Signs similar to this dot the roads near the “Before & After House.” 
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Competitive in price... years 
ahead in beauty... styled to 
capture and hold consumer 
preference. A “‘must’’ for 
every dealer stock. 








FAMOUS /.: QUALITY 
LOMA’S 1938 PROGRAM 








THE LOMA 
FORMULA 


is the result of scien- 
tific recommendations 
of 26 of the country’s 
leading agronomists, 
horticulturists and po- 
mologists associated 
with Federal and 
State Governments 
and Agricultural _Col- 
leges. The LOMA 
formula satisfies the 
most exacting feeding 
requirements — for 
Everything Green that 


Grows. 











FOR 1938 LOMA OFFERS YOU NEW 
FEATURES AND NEW AND BIGGER 
OPPORTUNITY FOR PROFITS! 


@ EXTRA DISCOUNTS—Extra discounts for early dealer orders. 

@ NATIONAL ADVERTISING—LOMA launches a larger advertising cam- 
paign in 1938, using both national magazines and local newspapers. 

@ DEALER HELPS—LOMA provides a liberal assortment of new, attrac- 
tive Window and Counter Displays, Banners, Leaflets, etc., as well as a 
new Sales-Producing Display Rack for retailers featuring LOMA. 

@ MATS AND ELECTROS—New free mats and electros available for your 
local newspaper advertising, price lists, flyers, ete. 

@ QUALITY PACKAGES—LOMA offers a quality product in a quality 
package—colorful, smartly designed, moisture-proof bags and canis- 
ters in sizes to suit every customer’s needs. 

@ LOMA SPREADERS—LOMA spreaders are strongly made and fool- 
proof. Profitable to sell. Will increase your sales of LOMA. Five 

sizes—14” to 36” 





JOBBING DISCOUNTS ARE STILL AVAILABLE IN CERTAIN 
LOCALITIES. Inquiries invited. Write for full information. 











Tennessee Corporation, 61 Broadway, New York, N. Y. 


The Perfect Plant Food 








USE LOMA 


and your lawn will be- 
come a sturdy, thick 
carpet ,.of emerald 
green... your flowers 
will be more beautiful 
and longer-lasting .. . 
your vegetables will be 
meatier and more 
flavorful ... your fruit 
trees will yield more 
abundantly ...and your 
shade trees will be 
healthier and more 
handsome. 

















one por Everything Green that Grows 
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For You 


To Increase File Sales 
With The New 


*66 RETAIL FILE DISPLAY UNIT 


What do the country’s retailers 
think of the new No. 66 Retail File 
Display Unit for Nicholson Files? 
Recently we sent cards to a list of 
representative retailers to find out. 
Everybody said the new display 
increased file sales. “Works as a 
silent salesman all the time 
creates file interest,” says the 
DeArmand Co. of Colton, Calif. 
“A step forward in merchandising,” 


#66 
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says Clough Hardware Co., of 
Johnson City, N. Y. 

Some retailers report file sales 
doubled, even tripled. All say sales 
are substantially increased. You, 
too, need this new display. Reports 
of dealers all over the country show 
that “it’s in the cards” for you to 
increase file sales. ... Your whole- 
saler can supply you. Nicholson 
File Co., Providence, R. I, U.S. A. 














considerable important talking for 
dealers who sell paint. For years, 
these dealers have been telling 
their prospects, “Paint will make 
the old place look new.” Few 
people believe them until after 
they have bought the paint and 
had it applied. But now dealers 
have the “Before & After House” 
telling all who see it, “Look what 
paint did for me.” It tells the 
dealer's strongest story—new 
beauty with paint—in a most con- 
vincing way. It tells it in a way 
that people won't forget. And it 
tells it so effectively that paint 
merchandisers will find it a lit- 
tle easier to sell paint. 

The “Before & After House” 
idea is one that dealers in co- 
operation with painting and deco- 
rating contractors can use to in- 
crease business in their locality. 
In 1932 Philadelphia saw a floor 
of the Architect’s Building out- 
fitted with house exteriors and 
interiors. Half of each exhibit 
was old and the other half re- 
modeled, repainted and made 
new. In Birmingham in 1936 the 
contractors clubbed together to 
make a “Half & Half House.” 
Half of the outside and half of 
each inside room was modernized 
and painted while the other halves 
were allowed to remain unattrac- 


The “Before & After House.” viewed 
from the front, is eye-arresting. 


tive. It is said that 50,000 people 
visited the Birmingham “Half & 
Half House” during the two 
weeks it was open for inspection 
and that it stimulated business 
for all building material contrac- 
tors and dealers. 

Doubting Thomas, or the gen- 
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tleman from Missouri, as the say- 
ing goes, needs to be shown. Au- 
tomobile salesmen show them by 
letting them drive the car. Vacu- 
um cleaner salesmen show them 
by cleaning rugs. Real estate op- 
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SLOW UP jorarnony 
BEFORE ‘AFTER 
HOUSE 


STARTLING DEMONSTRATION 


DU PONT PAINTS 

















These signs on U.S. 80 tell the 
motorist the house is near by. 


erators show them sample houses. 
Paint dealers and_ contractors, 
alone or in cooperation with 
other dealers and contractors, can 
show the public “Before & After 
Houses.” It’s an idea that tells 
what paint can do. 


Unfit Merchandise 


’ HAT happens when merthan- 

dise proves to be unfit for 
the purpose for which the customer 
bought it? 

In an Oklahoma case _ recently 
the seller of certain goods sued the 
buyer for the unpaid purchase price 
and was met with the defense that 
the goods were not suitable for the 
buyer’s purpose and that, therefore, 
the buyer was not obliged to pay 
for them. In this particular case, it 
appeared that the buyer relied on 
his own judgment in selecting and 
ordering the merchandise. 

“The record shows,” said the 
court, “that the buyer sought out 
the seller and made the contract 
with him, and that the seller did 
not offer his judgment but allowed 
the buyer to act as he deemed best. 
In fact, the buyer did not contract 
to buy the goods until after certain 
tests had been made. Where one 
buys goods and relies upon his own 
judgment in buying, there is no im- 
plied warranty that the goods are 
suitable for the buyer’s particular 
purpose.” This is particularly so 
where the goods are open to inspec- 
tion. 
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..« THAT IT 
INCREASES 
FILE SALES 


Reports are coming in from all 
sections of the country showing 
that the new No. 66 Retail File 
Display Unit increases file sales. 

Some retailers say that sales are 
doubled... 


everyone agrees that sales go up 


others say tripled. But 


from the time the display is placed 
on the counter or table. 

“The first time we have been able 
to sell files properly,” says the 


766 












Franklin Hardware Company of 
North Attleboro, Mass. “Best yet,” 
Samuel Epstein of 
N. J. And 


comments are typical of those re- 


says Mr. 
West Orange, these 
ceived from retailers everywhere. 

Your wholesaler can supply you 
with the No. 66 Retail File Display 
Unit for Black Diamond Files. Get 
in touch with him now. Nicholson 


File Co., Providence, R. L, U. S. A. 
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How’s the Hardware Business ? 


Association, shipped a total of 118,- 
780 household’ electric vacuum 
cleaners. The total for the first 
eleven months of 1937 was 1,588,526, 
or 77,573 more than were sold in all 
1936, the industry’s record year, 
C. G. Frantz, secretary, announced. 
The November total compares with 
131,310 in the preceding month and 
with 139,843 in November, 1936. 


* + * 


Household Electric Washers 
—Buying of household washers con- 
tinues to increase in the upper price 
levels, according to industry figures 
reported by J. R. Bohnen, secretary, 
American Washing Machine Manu- 
facturers’ Association. Of all 
washers shipped by the Association 
members in November, 48.8 per cent 
were in classes retailing at $70 or 
more, compared to 46 per cent in 
October and 42.2 per cent for the 
first eleven months of 1937. Pro- 
duction of household washers was 
at the rate of 144,197 per month in 
the period, compared to 148,691 per 
month in the first eleven months of 
1936. Household ironer shipments 
for the 1937 period totaled 169,678. 
compared to 165,504 in the same 


months of 1936. 


* * * 


Machine Tool Industry 
Despite the current decline in new 
orders the outlook for the machinery 
industry appears at least moderately 
favorable for the first quarter of 
1938, says the United Business Ser- 
vice in its Dec. 27 report. Large 
backlogs of orders accumulated 
early in the year have kept most 
makers at capacity levels through- 
out 1937. Foreign demands remain 
heavy. Most established companies 
still have sufficient orders on hand 
to assure active operations during 
the early months of the year. 


* * * 


January House-Cleaning—It 
is already evident that January will 
be more than usually signalized by 
clean-up sales in the retail stores, 
and by very cautious buying of new 
requirements. In fact, the stores 
have been quite willing to order 
moderate lots of needed seasonable 
goods all during November and 
December, but most retailers de- 
clined to place spring futures until 
after the turn of the year. Now that 
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January has arrived, futures are 
starting to come in steadily, while 
the same conservative rate of cur- 
rent ordering is noted. Orders 
reaching the wholesalers are numer- 
ous, but for restricted quantities, in- 
dicating that spring buying will be 
made up of successive small trans- 
actions, rather than by the placing 
of a full expected season’s volume 
at once. Over and over it is heard 
from all districts that retail] inven- 
tories now are very low, and steady 
buying, however moderate, must be 
the result. Everyday goods of gen- 
eral utility, and soon the whole 
range of farm supplies and garden 
accessories, must supply the back- 
bone of hardware activity during 
the weeks ahead, for selling of ex- 
pensive items will be slow. While 
there is some hope in the govern- 
ment’s encouragement to building, 
particularly to small home construc- 
tion, it will take time for any new 
program to gain sufficient momen- 
tum to be a real factor. For the 
present, builders’ .hardware and 
building supplies are dragging bad- 
ly in sales. 
* * ew 


Holiday Resulis—In general, 
retail sales of holiday merchandise, 
in their final totals, showed en- 
couragingly, and from few sections 
are troublesome carry-overs  re- 
ported. Last minute shopping was 
heavy, but more stores than usual 
permitted themselves to sell out of 
Christmas items, so the late pres- 
sure for replacements upon the 
wholesalers and manuf&cturers was 
not particularly great. Reports 
from the larger city stores showed 
their holiday trade ranging from 
slightly under to slightly over last 
year’s volume, New York depart- 
ment stores reporting an average 
decline of 2 per cent, and Chicago 
stores a drop of some 4 to 5 per 
cent below 1936—with exceptions. 
In New England and other impor- 
tant districts sales held their own 
or showed small increases over the 
good totals of the 1936 season. From 
Chicago came a rather surprising 
report that the retail stores making 
the better gains—some up to 9 per 
cent—were the specialty concerns 
catering to the larger income buyers, 
while stores doing a “price” busi- 
ness failed to reach previous rec- 
ords. Merchants during the _holi- 
days realized the necessity of stimu- 





lating buying by attractively dressed 
stores and by attractive pricing. 
Generally, there was more effort put 
forth in promotion and advertising 
to induce spending this season than 
there was in 1936. A continuance 
of this extra sales effort is wise, and 
will generally be planned for 1938. 


* * * 


Industrial Activity—Manufac- 
turing operations in December, and 
those of early January, have been 
at a very reduced scale, though 
Moody’s index showed a slight turn 
for the better in the Christmas 
week. The Moody index of busi- 
ness activity rose to 79.5 per cent 
of the 1928 average, after touch- 
ing a two-year low of 78.9 per cent 
in the preceding week. Steel mills 
in all areas operated last week at an 
improved, though still low rate, esti- 
mated at 25.5 per cent of capacity, 
compared with the low of 19 per 
cent the week previous. The mills 
are confident that inventories of 
their customers are near the lowest 
possible ebb, and that buying, no 
matter how conservative, must ap- 
pear and continue. While the. un- 
favorable news as to declining em- 
ployment and payrolls is adding to 
the general caution, there is wide- 
spread hope that many of the indus- 
trial layoffs are temporary. Most 
employers, for their own benefit and 
for their influence upon the general 
business picture, are anxious to keep 
employment at the best possible 
stage. In the majority of plants, 
where slow operations would justify 
layoffs, there is instead a shorten- 
ing of hours to spread the work, 
and to hold payrolls as nearly in- 
tact as possible. 


* * 


Automobile Production —A 
deterrent to faster recovery in steel 
is the very much reduced schedule 
of output in the leading motor 
plants, all of which are sharply be- 
low last year’s rate at this season. 
Total production and sales of the 
motor industry in 1937 gained some 
8 per cent over the year previous, 
because of the fine impetus ob- 
tained during the first half of the 
year. November output, however, 
was 121% per cent under November, 
1936, and at the end of December, 
operations were down about 30 per 
cent. 
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%» Stung? Not Me! 


dy Ge They said I'd be left holding the bag—that 
I'd be stuck with old stock—that customers 


won't buy new ideas in paint. Other dealers and 
salesmen said,‘‘People won’t gamble on untried meth- 
ods of painting. You’ll get stung plenty.”’ 


WRONG—DEAD WRONG. I’d been keeping my eyes open, 
and I saw that Devoe had a new idea in house painting. 
It made sense—it clicked with me. 


I CLIMBED ABOARD. Devoe helped me improve my store 
layout and my merchandising. Old stock vanished. 

In one year, the Devoe 2-Coat System upped my 
sales of house paint 120%. If that’s being stung, I love it! 


GET THIS, TOO. There’s a new Mirrolac Enamel just out 
that tops any for smooth flowing and good looks—also 
a wonder-working Velour Finish for inside walls. 


‘DEVOE & RAYNOLDS CO. inc. 


580 Fifth Avenue, New York,N.Y.— America’s Oldest Paint Company 


















Dealers who 
don’t carry De- 
voe Paints, write 
Elliot Phillips, 
President of De- 
voe, for details. 


CHICAGO PADLOCKS 
















NEW ! 
No. 301 “V-Twin” 


Smooth operation—balanced load— 
and 30% to 100% 
increased spraying 
eficiency! True 





Not just another Pad- 
lock to add to an already 
overstocked line—but a 
remarkable locking de- 


vive built on an entirely WRITE professional type, 
w n erent me- . . 
chanical principle. FOR with double air 


CATALOG 


CHICAGO PADLOCKS 
insure Powerful Posi- 
tive Protection, make customers stop looking and buy— 
here's why 
* DOUBLE ACTION LOCKING PRINCIPLE 
POSITIVELY GRIPS BOTH SIDES OF 
SHACKLE. 
* REVOLVING CAM WHICH ALSO THROWS 
BOLT IN OTHER SIDE OF SHACKLE. 
* CASE IS ONE PIECE CASTING WITHOUT & 
SEAMS OR RIVETS. 
* HARDENED STEEL SHACKLE. 
The usual way of FORCING or BREAKING INTO a 
Padlock is to hammer or jar it open, or to run a slim 
shim along the side of the Shackle and Spring the 
Bolt. or by Prying the Shachle out. 
The construction of CHICAGO PADLOCKS makes such 
methods impossible. 
Start 1938 with a supply of CHICAGO PADLOCKS— 
you will enjoy quicker and easier Padlock Sales. 


pumping capacity. 
Diaphragm sealed 
piston, splash oil 
system, double 
bearing hardened 
steel crank shaft, 
V-belt drive, steel 
base, pressure 
gauge, external mix 
spray gun with 
| extra — and naae. Complete less 

motor only $36.50. Other electric power ™ 
sprayers $5.00, $15.00, $18.50. Auto power DEALERS: 
sprayers $2.60 and up. 























Send for price list, 


° Loch Cy (Se RRS ETERS —— ave de- 
tai ectric 
| Chicago Sim |W R. BROWN CORPORATION and auto-power 


2024 N RACINE AVE. CHICAGO 5724 Armitage Avenue, Chicago, Ill. paint sprayers. 
NS LTE LEA LCE IE SI A 
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Supplymen Discuss Price Trends 
and Legislation 


New England and Middle Atlantic States Members 
of Supply and Machinery Associations Hold Joint 
Zone Meeting at Rye, N. Y.—180 Attend Conference 


Ureenlec 
SOLID CENTER 
AUGER 


there are close to 380 concerns fol- 
lowing such a practice. The asso- 
ciation has, he stated, campaigned 
for adequate margins and has been 
encouraging studies, on the part of 


ORE than 180 members and 

BITS | guests attended the joint 
zone meeting for New England Mid- 

| dle Atlantic states members of the 
| National Supply & Machinery Dis- 







ALWAYS 


G00D TOOLS 
9 


ALWAYS 
GOOD SELLERS 


Due to its all-around usefulness there is a 
constant demand for the solid-center type 
of auger bit. This means that it is a most 
desirable bit to stock. And when you stock 
the Greenlee vou have the added advan- 
tages of a tool combining the best in ma- 
terials, form and finish. 


Note the design which embodies a strong 
center stem, a smooth twist, and accurately 
pitched screw and cutting edges, which 
form a perfect cutting unit. The spurs are 
just the proper height and thickness, the 
cutters are keenly edged, and the screw 
point is well cut. Ample polishing adds 
the attractive touch and makes for easy 
boring in all sizes. 


When you stock Greenlee Solid-Center 
Auger Bits you may feel sure that you are 
in a position to offer the trade tools of 
unexcelled quality. Beyond this, when 
there is a call for other types of auger bits 
you can still offer Greenlee Bits of like 
quality, because Greenlee makes a com- 
plete line for every purpose. 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford, Illinois 
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tributors Association and the Amer- 





R. C. DUNCAN 


President, Distributors’ Ass'n 


ican Supply & Machinery Manufac- 
turers Association held Dec. 9 at the 
Westchester Country Club, Rye. 
N. Y. Manufacturer-distributor re- 
lations. applications of the Tydings- 
Miller Act, current price trends 
and better merchandising methods 
were the principal subjects dis- 
cussed. The morning session was 
presided over by R. C. Duncan, R. C. 
Duncan Co., Minneapolis, Minn.. 
president of the distributors associa- 
tion; the afternoon meeting was in 
charge of Roger Tewksbury, The 
Oster Mfg. Co., Cleveland, Ohio, 
president of the manufacturers as- 
sociation. 

A recorded dialogue, “Manufac- 
turer-Distributor Relations,” out- 
lined advantages of cooperation 
between the two groups. H. R. 
Rinehart, Philadelphia, Pa., secre- 
tary-treasurer, National Supply & 
Machinery Distributors Association, 
outlined current activities of that 
organization, pointing out that it had 
been encouraging manufacturers to 
adopt and announce definite and writ- 
ten sales policies. When the cam- 
paign started there were 196 con- 
cerns with written policies and now 


both groups, toward a better under- 
standing as to what each group 
wants and why they want those 
things. These efforts are being made 
to permit distributors to function 
more efficiently and to operate with 
greater profit for both manufac- 
turers and distributors. 

R. Kennedy Hanson, Pittsburgh. 
Pa., secretary-manager, American 
Supply & Machinery Manufacturers 
Association, advocated a cost survey 
among distributors to make a break- 
down to find out the costs of han- 
dling major lines so that manufac- 


turers would know what spread a 


distributor would need. He said 
that the sales promotional literature 
committee will issue, to all distrib- 
utors, four printed bulletins in 
which will be given suggestions from 
manufacturers as to how to use man- 
ufacturers sales promotional litera- 
ture, as it is believed that there is a 
half a million dollar a year loss to 
manufacturers because of improper 
handling and use of such material. 
Manufacturers have, he said, as 
much responsibility to see that this 





ROGER TEWKSBURY 
President, Manufacturers’ Ass'n 


material is properly handled and 
used as the distributor has. 
The Tydings-Miller Act was dis- 
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Now is the Time to Make New Connections 
or Improve Your Present Ones 


E ARE IN A PERIOD OF DEPRESSION—Business has fallen off—production 


has been curtailed. These are the facts confronting us all. 
Does this mean we should stop everything until times get better? The answer 


is NO! 

When we are rushed, we have no time to take on something new — something 
which might reduce our costs—we can’t swap horses while crossing a stream. 

When we are slack, we have time on our hands which should be employed in plac- 
ing our house in order for the good times to come, and, among other important things, 
we should check up all our supplier-connections to see if we cannot buy better materials 
at the same price or materials as good as we have been getting at lower prices. Now is 
the time to make connections—not when we are rushed. 

We now have the time, and should have the desire, to talk to all the competitors 
of our suppliers. If we will do this we will be surprised to find that money can be saved 


all along the line. * ‘“ ‘ 6 s ‘ 


Clover Mfg. Co. can give you quality in Coated Abrasive materials, 
and can save you money at the same time. Among its customers are many 
of the outstanding concerns in the country—if we can satisfy them we 
can satisfy you—and, while maintaining quality, they are all saving 
money through dealing with us. 

One of the finest, best-equipped and well-financed plants is at your 
disposal for your Coated Abrasive requirements. 


CLOVER MFG. CO. Norwalk, Conn. 

















Are You Getting Your Share 
of the Business That Exists for 





(A few of the powerful Lincoln Kleenseal Guns.) 

Many leading manufacturers of passenger cars, trucks, tractors and machinery 
have standardized on Lincoln Grease Guns and Fittings— definitely establishing 
the merits of this outstanding line. 5 

A vast market exists for the sale of additional guns and fittings in the replace- 
ment or service fields, and it will pay you to be prepared to supply the require- 
ments of your trade. 

Large Tractor Type and Standard Type Lincoln Button Head Fittings, as well as 
Lincoln KLEENSEAL Fittings in all types and sizes are now available for resale. 

Lincoln Grease Guns in types to meet every need are also available. 


LINCOLN ENGINEERING COMPANY 


General Offices—St. Louis, Mo. Factories—St. Louis, Mo. and Detroit, Mich. 





a pane and Button Head Fittings are available in a 
ul! range of sizes. e 


Ask your nearest Lincoln jobber for details on this 
complete line, or if you do not know who stocks our 
line in your community—please write us. 


Ask fore copy of our new Catlog No. 55 corcrins TMUn- Ss anew m Een) EQUIPMENT 
ments, Tractors, Contractors Equipment, Machinery 
and Motor Vehicles. 
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CHICAGO 





cussed by William P. Jeffery, New 
York City, counsel for the Hack Saw 
Manufacturers Association. The act, 
he stated, was a reversal of policy in 
that instead of being of prohibitory 
nature it gives manufacturers rights 





H. R. RINEHART 


SecretaryTreasurer, 
Distributors’ Ass’n 


as to resale price maintenance for- 
merly denied. The purpose of the 
law is to offer a means of bringing 
about greater business stability. 

“The Present Price Level” was 
discussed by: W. A. Purtell, presi- 
dent, Holo-Krome Screw Corp.. Bris- 
tol, Conn.; D. W. Northup, presi- 
dent, The Henry G. Thompson & 
Son Co., New Haven, Conn.; J. 
Harvey Williams, president. J. H. 
Williams & Co., New York City and 
L. M. Knouse, president, The Stan- 
ley Electric Tool Co., New Britain. 
Conn. In the discussions it was sug- 
gested that the business recession 
is not of sufficient depth to cause a 
general downward price tendency 
and that there should be a revival 
of buying within a few months. 

Charles E. Curtis, Western Iron 
Stores Co., Milwaukee, second vice- 
president, National Supply & Ma- 
chinery Distributors Association 
gave an address on, “Selective Dis- 
tribution.” 

H. F. Seymour, The Columbian 
Vise & Mfg. Co., Cleveland, Ohio, 
chairman of the Distributor Rela- 
tions Committee of the Manufac- 
turers association, opened the after- 
noon session with an_ address, 
“Relations Between Manufacturers 
and Distributors.” He told of the 
work of the relations committees of 
both associations and said that when 
the work of the two committees be- 
gan, “we found that 30 per cent of 
our manufacturers had written sales 
policies, 40 per cent had sales 
policies that they claimed were clear 
to themselves and to their distribu- 


tors—though they were not written 
sales policies. Five per cent were 
doubtful about their sales policies 
and 25 per cent had no definite sales 
policies.” He urged critical analysis 
of conditions as they are and said 
that a manufacturer with an an- 
nounced policy has a very definite 
advantage over a competitor who 
does not announce his policy. Mr. 
Seymour said he would rather have 
a relatively few distributors selling 
his product than a large number 
merely stocking it, and declared that 
he believed that manufacturers must 
set their own schedules and defend 
them. Too great a margin is dan- 
gerous and uneconomical, he held, 
and a blanket margin which is ade- 
quate and proper for all lines is not 
possible. 

In an address, “Effective Sales 
Assistance by the Manufacturer,” 
P. Ridings, general manager, Syra- 
cuse Supply Co., Syracuse, N. Y., 
urged publication of more catalogs 
showing list prices whenever pos- 
sible, and said that good manufac- 
turers sales manuals help distrib- 
utors salesmen understand the 
presentation of manufacturers lines, 
particularly when clearly and simply 
written. Many bulletins, “pep let- 
ters,” etc., sent to distributors are a 
waste of time, as the greatest need 
in this line is short and clear bulle- 
tins. He emphasized the importance 





R. KENNEDY HANSON 


Secretary-Manager, 
Manufacturers’ Ass’n 


of having manufacturers salesmen 
calling on distributors equipped with 
a knowledge of the potential market 
for their products in distributors 
areas. 

Julio F. Sorzano, manager, Indus- 
trial Division, Wailes Dove-Hermis- 
ton Corp., New York City, spoke on. 
“The Manufacturer Looks at Dis- 
tributor Co-operation,” and held that 
if resale prices are to be maintained 
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(ROGERS GLUE 
PLEASE. I UNDERSTAND 
I CAN BUY IT ONLY AT 
INDEPENDENT WARD- 
WARE STORES. 











{THAT'S RIGHT - 
THOSE FOLKS 
PLAY BALL WITH US 











AND WE PLAY BALL 
= THEM. 





Ask your jobber about Rogers Liquid Fish Glue. 
bring you a steady, profitable business. 


The two deals available will 
And remember when you deal with 


Rogers you are dealing with a manufacturer who is playing ball with YOU. 


ROGERS ISINGLASS & GLUE COMPANY sassachuserrs 


THE ROGERS 
1938 SALES POLICY 


Rogers Liquid Fish Glue is NOT 
sold through chain stores, group 
buyers or mail order houses. It is 
sold exclusively through the legit- 
imate hardware trade. In continu- 
ing this sales policy we are ex- 
pressing our appreciation to you 
for the splendid volume of sales 
that we enjoyed last year and feel 
certain that your appreciation of 
this policy will be expressed in an 
increased volume for 1938. 


Rogers Liquid Fish Glue merits 
your sales promotion. It is a qual- 
ity glue, the leader in purity, 
strength and economy. It is a 
natural repeater and with such a 
sales policy behind it, it is a busi- 
ness builder for you. 












COLD SHUTS 
Shouldered or plain 
end. 


SPUDS 
Lawn Mower and Tractor. 
All standard sizes. 


SLIP 
HOOKS 
Round 
StraightEye 
or Twisted 
Eye, for 4" 
to 1" chain. 


GRAB 
HOOKS 
For 4" to 
1" chain 














standards of value for half a 
century. Every Phoenix article is 
correctly designed and fabri- 
cated to give maximum service. 


METAL — Horse and Mule Shoes 
®Blanks ® ToeCalks ® Lawn Mower 
Spuds ® Tractor Wheel Spuds 
® Grab and Slip Hooks ® Cold 
Shuts ® Forgings ® Tank Flanges. 


RU BBER— Horse and Mule Shoes 
®DoorMats ® Force Cups,new style 
® Radiator Hose, 3-ply ® Moulded 
Rubber Goods, to order. 


Sold by Leading Jobbers everywhere on 


an established policy through regular 
trade channels. 













JUNIATA SHOES 







NOISELESS 
RUBBER SHOES 
For horses. Open or 
Bar styles, Sizes 2 to 8. 


NOISELESS MULE SHOES 
Sizes 2,3, 4 and 5. 














PHOENIX | 
COMPANY 








SPORT SHOES 
For riding, running, 
racing or polo. 





PHOENIX SHOES 
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FOR THE PROFESSIONAL AND HOME GARDENER 


PRUNING 
SHEARS 


YOU CAN ... with these 
REAL VALUES in a well- 


known and very complete line 


Here are the fine quality, properly designed 
and correctly priced pruning shears you can sell 
now to home gardeners, farmers and commer- 
cial growers. The century-old PEXTO Trade- 
mark is their guarantee ... also your guarantee 
. . « Of outstanding VALUES in tools made by 
expert American craftsmen, of finest materials, 
for long and satisfactory service. A full range 
of the popular fast-selling styles, in standard 
grades to meet every class of trade. 


Take advantage of greatly increased interest in 
home gardening and renewed commercial act- 
ivity. Display this famous PEXTO line and 
make extra profits on pruning shears this season. 


OTHER( PRODUCTS 





Hammers Carpenters’ Squares Cold Chisels 
Chisels Soldering Coppers Bit Braces 


Nippers Expansive Bits Wrenches 
Pliers ale Beams Hand Drills 
Vises Screw Drivers Bush Hocks 
Planes Tool Grinders Steel yards 
Dividers Draw Knives Hatchets 
Snips Grass Shears Hardware 


ASK YOUR JOBBER 


THE PECK, STOW & 


PRUNING SHEARS 


& GRASS SHEARS WILCOX COMPANY 


SOUTHINGTON, CONNECTICUT 
Since 1785 
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they will be maintained through 
the efforts of distributors and man- 
ufacturers rather than by law. 
His company urges distributors, 
he said, to eliminate as far as pos- 
sible small, unprofitable orders, ex- 
cept in emergency, as it knows how 
big an order must be in order to be 
profitable. 

Secretary Hanson announced that 
to date there were 467 reservations 
for the triple convention of the 
American, Southern and National 
supply and machinery groups to be 
held at the William Penn Hotel, May 
9 to 11, 1938, inclusive. He urged 
members to make reservations early 
to avoid disappointment. 





Oral Agreement 


RE oral contracts valid and en- 

forceable? 

Most retail business men cor- 
rectly believe that they are, but 
there are certain classes of contracts 
which are absolutely unenforceable 
unless put in writing, and this is so 
even though all parties admit that 
they entered into the contracts 
orally. This was demonstrated in a 
recent New York case. 

The real reason why the oral con- 
tract that figured in that case was 
not enforceable was that its per- 
formance might require more than 
one year. That may sound a bit 
tricky, but in every state there is a 
law called the Statute of Frauds 
describing certain kinds of contracts 
which are not enforceable unless in 
writing. 

One type of contract which must 
be in writing in order to be en- 
forceable is an agreement whose 
performance may possibly require 
more than one year. In other words, 
unless by its terms a contract is 
definitely to be performed within 
one year, it is unenforceable unless 
put into writing. 

As the court said in the New 
York case: 

“Assuming that there is an oral 
contract, the time for its perform- 
ance is not definitely stated. It is 
possible that the contract would run 
for many years, and the plaintiff in 
this case seeks damages for a pe- 
riod of years. Under such conditions 
the contract could not be valid un- 
less in writing.” 

The time for performance of a 
contract means the time within 
which the parties to the contract are 
to do the things which they agree 
to do under the contract. So, if 
there is a possibility that the per- 
formance of the contract may run 
for more than a year, it’s wise to 
have the agreement in writing. 
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The Consumer's 
Attitude 


ANY of us as_ individuals 

have been so interested in 
earning a living that we have given 
very little attention to the enjoyment 
of it. If we happen to be retailers, 
we have, as a result, looked at our 
business as a proprietor who had to 
meet a pay roll and save out enough 
for the education of the children and 
the purchase of a modest home. That 
train of thought has led some of us, 
quite unconsciously, to expect that 
the consumer owed us some business 
and that our customers were un- 
grateful when they as much as pur- 
chased a toaf of bread from some 
one else. If we didn’t think such 
ideas, we acted as though we did 
from some of the things we said and 
some of the things we did. 

For years, nationally and locally, 
the retail stores could not supply 
the consumer with everything he 
was prepared to pay for. The re- 
sult was that the families in each 
community competed among them- 
selves for the merchandise and ser- 
vices that were on sale. Competi- 
tion among buyers, as you well 
know, tends to raise prices and that, 
as you may be aware, is something 
than which there is nothing sweeter 
to the retailer. But what is the at- 
titude of the consumer? 

Since we can look forward to 
what the economist calls a buyers’ 
market for a great many years to 
come, it seems reasonable to start 
off with the principle that the con- 
sumer is going to have the last word 
about our business, whether it be 
retailing, wholesaling, or manufac- 
turing. To the extent that this point 
is true, the retailers who are success- 
ful or will continue to be successful 
tomorrow are those who recognize 
it and act accordingly. 

I have worked in several types of 
retail stores, though I have never 
owned one, never managed one. I 
have not met that pay roll. But I 
have been a consumer for a score of 
years and I have been an interested 
observer during that time. There- 
fore, if you will accept me for the 
moment, at least, let’s look at some 
of the problems which many of you 
find before you and see how the 
consumer might look at them. Only 
after such a course can we properly 
look at tomorrow.—Wilford  L. 
White, Chief, Marketing Research 
Division, Bureau of Foreign and 
Domestic Commerce. 
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DISPLAY SELLS 


NORTON 
SCYTHESTONES 


ATURAL .* FABRICATED 













ELECTRIC FURNACE 


Still Standard 







Established 1823 


~ 


aa PY 
CRYSTOLON 


GRANGER 
MOUNTAIN 
SCYTHESTONE 
== TL =: 
<a 
CRYSTOLON 


_NORTON_ 






SCY THESTONES 


Suit every purpose and every purse 










THIS NEW VERTICAL bDispPLAy 
MAKES FAST SALES... FINE PROFITS 


Make 1938 your best Scythestone year with 
the NORTON Assortment No. 497. That's 
the price, too—only $4.97 for 33 fast selling 
Electric Furnace, Natural and Fabricated 
scythestones; plus a bright red, yellow, black 
and white display holding 11 stones VERTI- 
CALLY. Get your stones up on the counter 
where they will be seen, handled and bought. 
If you have any carry-over, sell them now by 
this unique display. Don’t miss the boat, send 
for further details at once. 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY) 
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Rolled Thread and Cut Thread Bolts 


HE article in the Dec. 16, 1937, 

issue of HARDWARE AcE entitled, 
“The Difference Between Rolled 
Thread and Cut Thread Bolts,” was 
quite interesting, since it covered a 
question that has been frequently 
brought up by our jobbing custom- 
ers. This article covered the tech- 
nical side of the question very 
thoroughly, but I have wondered if 
your average subscriber would not 
be equally as interested in the com- 
mercial aspect of the question as 
in the technical details. 

The term “Roll Thread” has for 
years been associated with a very 
cheap product. When the art of 
roll threading was originally de- 
veloped it produced a rather poor 
thread. Bolt heads on such product 
were skimped and little attention 
was paid to quality. But such bolts 
answered some purposes and could 
be sold at a price. 

Naturally, today when a jobber 
or his customer suddenly makes the 
discovery that his cut thread bolts 
are made by roll thread methods he 
immediately believes that he is being 
stung if charged for cut thread. 


A letter from 


C. F. NEWPHER 
Assistant to the President 
The National Screw & Mfg. Co., 
Cleveland, Ohio 


The fact is, that as methods were 
improved, it was found that with 
sturdy machines and suitable blanks, 
the rolled thread was very accurate. 
Various methods were then devised 
to produce a blank so as to employ 
this method for producing such a 
thread on full diameter shanks so 
that the resultant bolt or cap screw 
looked like one made by actually 
cutting the thread. The early de- 
velopment here was in cap screws 
and set screws rather than in bolts, 
for great accuracy was of more im- 
portance on these higher quality 
products, and on set screws in par- 
ticular the hard burnished surface 
of a rolled thread gave better ser- 
vice than the microscopically rough 
cut thread. 

Without tracing the evolution of 
the art any further, today a great 








TACHA BS 


STREAMLINED 


They Swe// Winter Season Profits 





‘ 


._ best season to sell Dietz Lan- 
terns—the time when it pays best to display 
and push them. 


More profitable than ever to feature Dietz 
Lanterns this winter season—they're new, dif- 
ferent, better—more salable than ever before. 


Call attention of customers to the streamlined 
curves that spill off wind, rain and snow—let 
them see how steady and non-tip the fount is— 
how ingenious the new bail—show the durable 
coating of Grade A Charcoal tin, applied in a 
new bright finish. Worth mentioning also are 
the high efficiency burner and new top. 


We wish you a Happy New Year of record sales 
and profits on Dietz Lanterns. 


R.E.DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD, FOUNDED 1840 
Output Distributed Through the Jobbing Trade Exclusively. We 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers. 
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many sizes of common bolts of cut 
thread type and design can be pro- 
duced more cheaply and yet of 
higher quality by roll thread meth- 
ods than by actually cutting the 
thread. Other sizes are marginal, 
that is, the difference in cost or 
quality of one method against the 
other is debatable, for a modern 
plant well equipped with automatic 
pointers and threaders can produce 
extremely accurate high quality bolts 
at a very low cost. Still other sizes 
of bolts, particularly large diameter 
and long length bolts are and should 
be cut threaded. 

The common roll thread bolt like- 
wise has been improved and is a 
splendid cheap bolt to use where 
its design does not prohibit its use. 
The undersize shank saves consider- 
able stock but is a disadvantage 
when several pieces are bolted to- 
gether, for the shank does not fill 
the hole and act as a dowel. The 
parts bolted together may have some 
lateral movement under pressure. 
The absence of point is a further 
cost saving but gives a rough un- 
finished appearance. The threads 
are not quite as accurate since the 
shanks are not produced by extru- 
sion method. There is no practical 
disadvantage to the omission of the 
pointing operation since the last sev- 
eral threads are normally under- 
filled, are sturdy, and will not batter 
up to the ‘point of not permitting 
assembly. 

Two or three years ago one of 
the leading producers changed its 
entire list of prices on the range of 
bolts affected by these modern de- 
velopments, and this was later fol- 
lowed generally so that today a 
buyer is getting a price on cut thread 
design bolts which takes recognition 
of the fact that it may be made by 
either method. Likewise, the roll 
thread design price is adjusted not 
to the empirical 10 per cent differ- 
ential so long in effect, but a more 
generous difference in most cases 
—pbut in every case one justified by 
cost differences. 

Your host of jobbing subscribers 
should realize that if they are deal- 
ing with reputable producers they 
can forget the question of production 
methods, sell “Cut thread” or “Roll 
thread” (design) bolts, firm in the 
realization that if the “Cut thread” 
is actually rolled it is because the 
manufacturer is using modern meth- 
ods of producing quality products 
and not attempting to put something 
over. 
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VIEW 


FURNITURE NAILS 


@e 
$3 






BRASS, STEEL, 
METALEATHER 


ALL Styles, 
Finishes, Colors 





ALL ATLAS 
in Quality » = 


Here is an ATLAS specialty good for new sales to both 
new and old customers, with plenty of repeat business 
to follow. Upholstering shops, furniture-makers and 
repairmen, private homes, all are in the market for 
Furniture Nails. But these must be authentic in design, 
and of suitable finish. ATLAS Furniture Nails come in 
the widest range of sizes, shapes, and head designs, 
and in a score of finishes and colors—to match any 
fabric or furniture period.. Stock ATLAS Furniture 
Nails. Profit from the valuable market they afford. 
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ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASSACHUSETTS, U.S.A. 
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HINGES 
By 


GRIFFIN 


QUALITY 
ITEMS 














No. 220 


WROUGHT STEEL 
LOOSE PIN BUTT 


No. 225 


WROUGHT STEEL 
BROAD FAST PIN BUTT 





No. 131 


WROUGHT STEEL 
ORNAMENTAL SURFACE 
HINGE 










No. 460 
WROUGHT STEEL 
| FULL SURFACE HINGE 
(FLEUR DE LIS 


PATTERN) 





SEND FOR 
CATALOG 


RIFFI 


anufacturing Company 


ERIE, PENNSYLVANIA 











AGENTS 


BOSTON: 100 Purchase St.- 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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Why Good Stores 
NEVER Discontinue 


"LITTLE GIANTS" 


Most stores which handle 
“Little Giant” screw plates 
have done so for many, many 
years, despite the fact that 
“Little Giant” quality makes 
it a relatively high-priced 
line. 

Why? 

Small tools, especially 
thread-cutting tools, invari- 
ably reflect a store’s merchan- 
dise policy, and stores which 
have built up a real quality 
reputation have kept their 
customers and their prosper- 
ity through good times and 
bad. 

You may depend on every 
screw plate in the “Little 
Giant” line if it is your desire 
to be known as a source of 
supply for good hardware and 
good tools of every sort. 





This is a No. 5 “Little Giant” screw 
plate, cutting N.C. threads from 1%” 
to 34”. It is the greatest seller in the 
line. 


GREENFIELD TAP & 
DIE CORPORATION 


Greenfield, Massachusetts 


Detroit Plant: 2102 West Fort Street 
Warehouses in New York and Chicago 
In Canada: Greenfield Tap & Die Corp. 

of Canada, Ltd., Galt, Ont. 


GREENFIELD 
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Scene at one of the Swantz auctions in Union Grove, Wis. 


Auction Idea Builds Business 
for Wisconsin Dealers 


ID you ever hear of a hardware 
auction? 

Well, Harmon and Bob Swantz 
who operate a hardware store in 
Union Grove, Wis., a progressive 
town of 400 population, stage one 
occasionally. And they make it pay! 

It so happens that the Swantz 
Hardware Store is located near 
Community Park in Union Grove, 
where various social and civic events 
are held on Saturday nights during 
the summer. In recent summers a 
free community movie, sponsored by 
about 15 leading merchants, includ- 
ing the Swantz Hardware Store, has 
been staged on Saturday evenings. 
On these nights the farmers come 
from great distan¢es to see the 
movie and to do their shopping in 
Union Grove. 

Occasionally on Saturday nights, 
when the movie is over, Harmon 
and Bob Swantz hold their auctions. 
They have moved numerous items of 
hardware, etc., outside the store. 
Bob Swantz, who is an accredited 
auctioneer in the county, begins call- 
the attention of the people to the 
items to be auctioned off, while his 
brother, Harmon, acts as clerk. 

Before long a crowd of from 200 
to 300 people has gathered in front 
of the store, and many of them buy 
various items. The Swantz idea 
is to begin with some simple, 
inexpensive item such as a pail for 
50 cents, and then work up higher 
on more expensive items. The 
Swantz boys have even auctioned off 
electric refrigerators and washing 


machines in this unusual manner. 

“These auctions work out very 
well,” declares Harmon Swantz. “In 
the first place they attract to our 
store many farmers with whom we 
may not have made previous con- 
tact. An auction is usually a dra- 
matic affair, and you can frequently 
get a man to buy at one when ordi- 
nary sales methods might fail. An 
auction spurs people to action. 
When not overdone, the idea is a 
good sales stunt that can be worked 
in many areas.” 

The Swantz boys have had good 
training in auctioneering. Their 
father, E. H. Swantz, who owned the 
store before they took it over, was 
a professional auctioneer, and 
traveled through many sections of 
Wisconsin. 

Bob Swantz, who has succeeded 
his father in this capacity, handles 
many farm sales in the district and 
consequently gets to know most of 
the farmers. He, too, is able to pick 
up many prospects for various hard- 
ware items. Suppose, for example, 
that ten people bid on a washing 
machine at a local auction; only one 
can get the machine, and, therefore, 
the other nine are prospects for new 
machines. Bob Swantz is therefore 
in a position to help his store build 
up a fine list of prospects. 

Catering to the farm trade in this 
area involves the free listing on a 
big blackboard in the Swantz store 
of any item the farmer may wish to 
sell or exchange. This free service 
has proved to be very popular. 
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The way to mote sales -- 


ROLLER SKATES « CANS | 








KINGSTON PRODUCTS CORP. 


KOKOMO. - - INDIANA, U.S. A. 
















Modern 

Wuracke 
The COMPLETE 
WASH-SYSTEM 


with 





The K-M Electric Grill for 1938 has every- 
thing! Its patented range-type element, 3 
times more efficient than ordinary elements, 
gives more heat, quicker heat, less waste of 
heat. Cools slowly, retaining heat for 30- 
minute simmering. Grill is easy to keep clean. 
Has a top that positively will not warp! Is 
approved by Underwriters’ Laboratories. And 
its many uses and great utility instantly ap- 
peal to every housewife. 








@ Two washers for very little more than the usual price on an 


ordinary conventional type washer alone— that's what you get To tell the world about these super-efficient, 





ina HORTON Complete Wash-System. 

The oversize Horton KleenZONING machine is for the once- 
a-week general family washing. The small K/eenette, which oper- 
ates inside the big machine, is your" personal washer”’ for launder- 
ing fine fabrics, sheer lingerie—for home dry cleaning — for tinting 
and dyeing—for boiling and sterilizing baby’s things or linens 
from a sickroom—for every sort of between-times cleansing job. 

Only HORTON can give you the KleenZONING Washer 
and the new Kleenette. Don't buy until you see them. 

DEALERS! Get the profit story in Horton’s complete 


wash system and the full line of Horton Beauty - Aid 
Ironers. Ask your authorized distributor or write 


HORTON MFG. CO., 103 Osage St, FORT WAYNE, IND. 
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ELECTRICAL APPLIANCES 


smartly-styled grills—and to help you sell 
them in real volume—we’ve prepared a wallop- 
ing big promotion—National Magazine Adver- 
tising, attractive modern packaging, sales- 
creating dealer helps, n’everything. So be sure 

to feature K-M 
Grills in your 
1938 plans for 
greater profits! 
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In the broad new line of Millers Falls forged 
tools there’s a superior chisel or punch to meet every 
requirement of the skilled craftsman. 


Each tool is hammer-forged from special octagon 
alloy steel selected for its extreme toughness. Exact con- 
trol in heat treating assures uniformly high performance. 
Millers Falls forged tools are better, and they look the part. 
Blades, points and heads are finely ground and polished. 
Heads are finished in vermilion lacquer. 


Write for particulars on the attractive new 
18” x 36” display fixture carrying representative samples 
of these fast selling new tools. No charge for fixture or 
mounting to dealers stocking a reasonable assortment. 


MILLERS FALLS COMPANY 


MILLERS FALLS 
TOOL 


Greenfield yy 


Massachusetts 
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Balance of 
Account 


AVE you ever received from 
a debtor a check for less than 
he owed you, but marked with 
a notation like “in full settlement” 
or “full balance of account”? If 
you did, he was probably hoping 


| you would cash the check without 
| realizing the significance of the no- 
| tation. Then if you tried to collect 
| the balance, he would show you that 
| you had accepted his check in full 
| settlement. 


That’s a rather frequent trick, but 


| not such a clever one as it seems. 
| In order to make it stick, the debtor 
| has to show that there was what 
| the law calls “accord and satisfac- 
| tion.” Usually, there must be some 
| dispute between the parties as to 


the true amount owing, an agree- 
ment between them as to the amount 
which will be paid and accepted in 
full settlement, and the payment of 
that amount in pursuance of the 
agreement. 

Recently a Vermont business 
house sued a debtor for an unpaid 


| balance. The debtor produced a 


check which had been endorsed and 
cashed by the business house. This 


| check bore on the upper left-hand 


corner the notation “balance of ac- 


| count to date per statement at- 


| tached.” The debtor said that he 


mailed this check to the business 
firm with a letter and a statement of 


| the account according to the amounts 


he admitted owing. The bookkeeper 
for the business house testified that 
she had no recollection of receiving 
any letter or statement enclosed 
with the check. 

The court favored the debtor’s 
side of the case and found in his 
favor. On appeal by the business 
house, however, the upper court 
took a somewhat different view, 
saying: 

“The burden of establishing an 
accord and satisfaction was upon 
the debtor. If this notation was 
put upon the check after its return 
from the bank, it was an alteration 
not apparent upon the face of the 
check. When the debtor introduced 
in court the check with the notation 
upon it and the endorsement of the 
plaintiff business house as evidence 
tending to show that he had mailed 
with the check the letter and state- 
ment of account, he had made out 
a case of accord and satisfaction 
and needed to go no further until 
the business firm brought forward 
opposing evidence. 

“But when the business firm in- 
troduced evidence tending to show 
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that the notation was not upon the 
check when it was received and that 
the letter and statement of account 
were not received, the burden then 
remained on the debtor to show that 
the notation was then upon the 
check and that the business firm re- 
ceived the letter and statement.” 


Can't Avoid Payment 


NEW YORK merchant was 

sued for the price which he 
had agreed to pay for certain mer- 
chandise. He admitted buying the 
goods and agreeing to pay the price 
claimed in, the suit, but alleged that 
the sale was illegal to the extent 
that it violated the Robinson-Pat- 
man Act. The merchant claimed 
that the manufacturer from whom 
he bought the goods had discrimi- 
nated in price against him by sell- 
ing identical merchandise to the 
merchant’s competitor at lower 
prices. 

Thus for the first time there was 
raised before a court this question: 
Where a manufacturer or other dis- 
tributor sells merchandise at a price 
violating the Robinson-Patman Act, 
may the merchant discriminated 
against in such a sale avoid pay- 
ment on the ground that the con- 
tract of sale is illegal and thus 
unenforceable? 

The New York Supreme Court 
decided that the merchant could ‘not 
avoid the payment of the contract 
price on this ground, but that his 
proper: remedy would be to proceed 
for an injunction or for damages 
under the provisions of the Robin- 
son-Patman Act. 

This decision is probably good 
precedent in any state which, like 
New York, has no state anti-price 
discrimination act. However, many 
of the state anti-price discrimination 
acts provide that any contract en- 
tered into in violation of the act 
shall be illegal and void. The 
Arkansas law, for example, pro- 
vides that any contract in violation 
of the anti-price discrimination act 
of that state shall be “an _ illegal 
contract and no recovery thereon 
shall be had.” 

Merchants in states without anti- 
price discrimination laws, therefore, 
cannot refuse to pay the contract 
price ‘in a sale in which they are 
the victims of price discrimination, 
according to the New York decision. 
Merchants in states with anti-price 
discrimination laws like the Arkan. 
sas Act cannot be required to pay 
the price in sales in which they have 
been discriminated against with re- 
spect to price. 


JANUARY 13, 1938 

















107 

















( =E& 
| | | Vee | - Serene | 
| } 
+7] W | 
)\ 
i] as | » ei = } 
| 

















R2 


The coupon below will bring you a copy 
of the new Savoil Catalog illustrating and 
describing the complete Savoil Line. Send 
it along today. 


models 


por 1938! 


Savoil for 1938 offers thes most 
complete line of oil ranges, stoves 
and heaters available to dealers 
today. You can make your selec- 
tions from more than 100 proven 
items automatic wickless 
and long chimney type ranges, 
stoves and rangettes in a wide 
variety of sizes and finishes . . . 
a large collection of needle valve 
stoves . plus cabinet and 
round portable heaters to meet 
every need. Savoil gives you the 
value and beauty of design that 
attracts — at prices that sell! 


_—— 
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UNITED STOVE CO. 


YPSILANTI, 


Send for 
this New 
Catalog! 


MICHIGAN 




















Name . 
Address " 
City H 
State 
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“RED END” 


SAGINAW, MICHIGAN 


TAPES - RULES 
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If you want to get real turn- 
over, you'll find no other 
quality folding wood rule to 
beat a Lufkin “RED END.” 


Everyone likes the way they 
feel, likes the smooth-working, 
rust-proof brass spring joints 
and strike-plates that prevent 
wear on markings. 


Write for Catalog No. 12 


Wd lls h 


New York City 


PRECISION TOOLS 








This department store front, designed and built by Libbey-Owens-Ford, effec- 
tively demonstrates the use of translucent Vitrolux in combination with 
Extrudalite. 


New Type Store Front Construction 
Developed by Libbey-Owens-Ford 


ITH Extrudalite, the Libbey- 

Owens-Ford Glass Co., To- 
ledo, Ohio, introduces a new prin- 
ciple of store front construction and 
design that provides stability for 
glass fronts and meets the need for 
metal sash specially designed for 
use with the newer types of flat 
or structural glass, such as Vitrolux 
and Vitrolite. In appearance it is a 
departure in metal store front de- 
sign. Each distinct area is given a 
slight radius and the surface is 
broken up into a series of graceful 
reeds and cascades. This design does 
away with the necessity for frequent 
cleaning. 

Extrudalite was developed on the 
principle that the sash is the key 
member of metal store front con- 
struction. Although it is new and 
different, its installation does not 
differ greatly from’ proven standards 
of setting. The right pressure is 
automatically controlled. When set- 
ting glass in Extrudalite sash, the 
installator has only to run down the 
set screws until they strike the posi- 
tive stop. Interlocking teeth in the 
base member and in the clip member 
attached to the face piece, make 
possible the even application of cor- 
rect’ pressure, regardless of the 
thickness of the glass. 

The amount of cushioned pressure 
thus applied to the glass is pre- 
determined and it is impossible to 
exert too much or too little. Direct 
pressure exerted by the set screws 
is transferred from the rigid clip 
lever to the cushioning spring, 
which transfers the pressure to the 
rigid face piece. This in turn ap- 
plies it evenly all along the face of 
the glass. Reversely, the spring acts 


as a shock absorber and also as a 
stabilizer by throwing pressure back 
against the glass under construc 
tion. These principles tend to elimi- 
nate glass breakage from sash fail 
ure causes. 

According to the manufacturer, 
Extrudalite vertical-corner, reverse, 
and division bars are strong enough 
to withstand abnormal pressure with- 
out glass breakage yet are not so 
bulky as to obstruct vision. As in 
the sash, all operating parts are 
concealed. The vertical-corner bars 
automatically adjust themselves to 
the angles of the glass and hold it 
in a cushioned grip. An important 
feature is that Extrudalite store 
fronts, when installed in sections as 
called for in standard L-O-F detail 
sheets, are completely weather and 
water-proof. Moisture from conden- 
sation or window washing is taken 
care of with a chamois or sponge, 
but standard drain holes can be fur- 
nished if desired. 

Extrudalite will be sold by glass 
jobbers exclusively. It comes in 
three sizes, each competitive in its 
price range and each offering a com- 
plete line of all units necessary for 
any type of metal store front con- 
struction. In addition, Extrudalite 
includes all the latest features con- 
tained in sills, jambs, Vitrolite trim 
moldings, copings, soffit sections, 
hinged ventilators, showcase doors, 
pilaster coverings, and also offers a 
complete line of extruded tubular 
doors, transoms, and frames. 

Vitrolux, another new  Libbey- 
Owens-Ford store front product, is 
a color-fused tempered glass, which, 
while not unbreakable, has its sus- 
ceptibility to breakage limited by its 


HARDWARE AGE 






































SHEET METAL 
SCREWS 
CASE HARDENED 


THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN 


New York (OF oteetere) 


Housewives Want 


EASY-T0-CLEAN 
UTENSILS 





Permanently lustrous, unbelievably easy to clean, Carlton 
Stainless Steel Ware is building profits for hardware stores 
Its smooth hard surface resists wear, staining 
and discoloration. Made of solid bright metal clear 
through, Carlton Ware will not chip or peel. You, too, 
can profit best with Carlton, “The Sterling of Stainless 
Steels.” Ask your jobber. 


The Carrollton Metal Products Co. 
Carrollton, Ohio 


CARLTON 


Sv EEL 


everywhere. 


CHROMIUM 
AND NICKEL 


WARE 


STAINLESS 
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POL-MER-IK 


IS A BUILDER 
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THE EXTRA VALUE 


LINSEED OIL 
| that gives more for the money 


Understand Pol-mer-ik 
and you'll see why it in- 
creases sales and profits. 
Pol-mer-ik is 100% Pure 
linseed oil, 10% of which 
is polymerized — actu- 
ally kettle-cooked to a 
varnish body. The extra 
value that a portion of 
cooked oil gives to paints 
hrs long been known to paint manufacturers. 


| ) 
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BUILDS BETTER PAINT JOBS. Paints reduced with 
Pol-mer-ik gain in protective value. They brush better, 
level better. They improve in appearance because they 
have better gloss and color. The Pol-mer-ik film is hard, 
tough, elastic. It has greater durability and wear. 


| BUILDS MORE PAINT SALES. Painters want Pol- 
mer-ik. They go to the store that has it — buy their 
otl.er paint supplies while they’re buying Pol-mer-ik. 
Pol-mer-ik attracts trade — builds sales. 


BUILDS LINSEED OIL PROFITS. Pol-mer-ik in cans is 
the modern way to handle linseed oil. It eliminates 
bulk selling losses such as over-measuring, foots, drips. 
There is no depreciation, no,loss. You buy a can — sell 
a can. Discuss Pol-mer-ik with your jobber or write us. 


ARCHER-DANIELS-MIDLAND CO. 
MINNEAPOLIS, MINNESOTA 





WRITE FOR THE FOLDER: The complete 
story of Pol-mer-ik Linseed Oil and the 
value of cooked oil, briefly — clearly told. 








FOR BEST RESULTS RECOMMEND POL-MER-IK 


ORDER — DISPLAY 


@i=: ¢ Wy) / 
POL MER e 
AVAILABLE IN PINTS, 


QUARTS — AND IN ONE 
TWO AND FIVE GAL. CANS 
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Breaking The Ice 
For Profits 


Yep, old Doc Penguin and _ his 
Conco helpers are breaking the ice, 
getting ready to put this year’s Conco 
Freezer sales campaign over in a big 
way. He’s going to make a big splash 
in the freezer market this year, and 
no foolin’. A great line of freezers 
and plenty of dealer display material 
and sales helps 

Doc is sure enough breaking the 
ice to make the way easier for more 
profits on freezers this winter, spring 
and summer, selling the Conco line. 


* 

The Conco Line 

‘ There's the sturdy, casy-on-the-eye 
triple-action Penguin. And the only 
low priced successful electric freezer, 
the Dolly Madison, that is selling fast 
wherever displayed. And the reliable, 
medium-priced Husky that’s ever been 

a best-seller in all states. To complete 
the line, for special promotions, the 
two-quart galvanized Igloo and 
Zephyr freezers. 

Ask for these freezers by name. 
Your hardware jobber handles the 
Conco line and will be glad to tell 
you about them. Write us for coun- 


ter and window display material. « 


CONCO ENGINEERING WORKS 


Division of H. D. Conkey & Company 
MENDOTA @ ILLINOIS 








tempering process. If broken, this 
new type of glass crumbles into rela- 
tively harmless particles, resembling 
bath salts. Chipping or puncturing 
exposed ledges of surfaces causes 
the glass to disintegrate into small 





Cross-section of Extrudalite vertical- 
corner bar, ‘showing design which 
allows face wings automatically to 
adjust themselves to the corner an- 
gle and thickness of glass. 


crystals, and, if not framed, the 
crystals have a tendency to fly apart. 

An entire store front may be de- 
signed to provide space for lighting 
and is thus transformed by the use 
of Vitrolux into a startlingly differ- 
ent type of store front. Vitrolux is 
suited for lettering of exterior signs. 

Two types of Vitrolux are avail- 
able—translucent in 18 colors and 
opaque in 9 colors, or any two-color 
combinations. Translucent Vitrolux 
diffuses light so uniformly that with 
properly designed lighting, no 
bright spots reveal the source of il- 
lumination. When not illuminated 
translucent Vitrolux appears to be 
a solid opaque colored glass. 


Teeth in the clip member interlocking 
with those in the base member at 
a point determined by the thickness 
of the glass, allow identical action 
and pressure to be applied at all 
points 
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They HOLD 


Sherman Long Grip 
Couplings hold the 
hose absolutely se- 
cure. The hose ex- 
tends far under the 
grip fingers and 
these rust - proofed 
fingers with their 
long grip never let the hose slip out. 


SHERMAN 


Long-Grip 
Couplings «nd Menders 


are made of heavy wrought brass with 
Se. Plated steel fingers. Sizes 1%”, 
%” and 4”. 





Fig. 31 Mender 


Coup- _— 

lings— ; XN 

1 doz per Ma 2: \S 
carton. a IN 

Menders— s § si 

2 doz. per . ' 
carton. 





Fig. 30 Long Grip Coupling 


Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 














HEATERS: 





Model 240 KR 
Constant Level 
Oil Control 


It's the controlled fuel feed to the burner 
that really tells the final story of Space 
Heater Efficiency. Here the A-P Con- 
stant Level Oil Control offers drop-by- 
drop accuracy that assures your customer 
Dependable Heat—complete satisfac- 
tion. 

A-P Controls are used on 90% of the 
Leading Space Heaters. Point out the 


A-P Control to your customer,—it's one 
of your best and most important sales 
features,—definite assurance of heating 
efficiency, dependability, and safety. 


AUTOMATIC PRODUCTS COMPANY 


44< 


WISCOnSTA 
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HERE'S HOW-- 


A-P CONTROLS HELP YOU 
SELL OIL BURNING 
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Wire Cloth—complete range of sizes from 4” rod 
down to No. 30 gauge wire in all meshes. Copper 
bearing steel. Uniform meshes—free from bulges— 
straight selvage. Plain or thoroughly galvanized. 
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ORDER 
Nationally 
Advertised 


ED ARROW 













Pays you nearly 100% mark-up 


Order your stock of nationally advertised Red 
Arrow Garden Spray now and be ready for the gar- 
den supplies season just ahead. Customers prefer 
Red Arrow because it’s NOT A POISON to hu- 
mans, birds and pets. . . because it’s easy to use... 
because it saves work by killing both sucking and 
chewing insects with one spraying. National adver- 
tising in magazines and newspapers goes to more 
than 13,000,000 families. And Red Arrow pays you 
nearly double! Special #720 Profitmaker Assort- 
ment costs $5.40—sells for $10.40. Liberal supply of 
new folders to distribute to your customers free if 
you act now. Order from your jobber, or write 
today for full details. 


RED ARROW 


GARDEN SPRAY 











The McCormick Sales Co. 
Baltimore, Md. 
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BY OFFERING YOUR CUSTOMERS 


, bguatanlééd 
LAWNMOWER SHARPENING SERVICE 


THE IDEAL LAWNMOWER SHARPENER is positively the 
last word in lawnmower sharpening equipment. Fast and accu- 
rate, it replaces the old hand sharpening method and does a far 
better job. Hundreds of dependable Hardware Dealers offer this 
service to their customers and make a handsome profit on the side. 


COMPLETE PLAYS FREE!! 


Our free plans show you how to establish a successful lawnmower 
sharpening business as a part of your present services to customers. 
Many stores average from $30 to $40 PER WEEK on the Ideal 
Sharpener which requires only the spare time of one of the clerks 
to operate. Send for free catalog today. 


THIS COMPLETE CATALOG TELLS HOW! 


THE FATE-ROOT-HEATH COMPANY 
762 BELL STREET, PLYMOUTH, OHIO 
SEND ME YOUR CATALOG “TURN SPARE 
TIME INTO CASH” 


OS _.........-- recess UU cag nies paste 
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Look at the 


PROFIT SIDE 
of the 
ay: 


13 million customers like this 
mean STEADY BUSINESS with 


IMPERIAL HARNESS 
HARDWARE 


There’s money in harness hardware and 
satisfied customers too. Hundreds of 
team owners in your community need 
replacements for broken buckles, snaps, 
rings and other harness parts. Why not 
make this steady business yours? Make 
your store harness headquarters. Imperial 
quick-repair parts are put on in seconds 
—need no cutting or stitching of leather. 
The Imperial harness hardware line is 
complete. Write for the illustrated, mod- 
crn catalog, and full information on this 
real farm service line. Specify Imperial 
to your jobber. 





IMPERIAL repair HALTER 
LOOP with loose rivet 
Here is a short-cut way to replace a broken 
halter loop. Simply slip the loop in place, 
insert the rivet and hammer down. No cut- 
ting or stitching of leather is necessary. You 

get a fine, s/rong job. 


IMPERIAL BIT & SNAP CO. 
1321 Clark Street Racine, Wisconsir 
Harness Hardware Since 1883 


120 











Norge’s 1938 washer. ironer and electric stove. 


Norge Announces 1938 Appliance Line 


TORGE Division Borg-Warner 
Corp., Chicago, Ill,  an- 
nounces 14 models of Rollator re- 
frigerators for 1938. All are powered 
with the Rollator compressing unit, 
carrying a 10-year warranty. Top 
models are two Low-Temp refrigera- 
tors, so called because in them tem- 
peratures under 40 degrees have 
been combined with high humidity 
in the food compartment. One is a 
12 cu. ft. double door model; the 
other an 8 cu. ft. model. Five De- 
luxe models range from 4.17 cu. ft. 
to 8.11 cu. ft. capacity. embodying 
all new convenience features. In 
addition to classic white with black 
base, some DeLuxe models come in 
mother of pearl. The Standard line 
in white Norglass finish with black 
base, comprises eight models, rang- 
ing in size from 3.16 cu. ft. to 13.12 
cu. ft. capacity. A gasoline electric 
model where high line current is not 
available has a motor-generator that 
can be installed as far away as 300 
feet from the house, and enough sur- 
plus power is created to supply 
lighting, or to power other appli- 
ances. Should electric current be 
come available, this model can be 
converted to operate on AC current. 
Same design and construction of 
other Norge refrigerators are fea- 
tured in this model. 

Six models comprise the electric 
range line. They are designed in 
matched combination with Rollator 
refrigerators, both in conventional 
black and white models, and in 
mother of pearl. Bases of top models 
are designed flush with the floor. 
following the modern trend. The 
models feature faster cooking ele- 
ments and fully automatic cooking 
control. 

Seven newly designed models are 
in the washer line, including a Spin 
Dry type. They are designed to 
harmonize with Norge Duotrol 


ironers. All washers are available 
with automatic drain pump, if de- 
sired. Some models can be equipped 
with gasoline motor. The Spin Dry 
washer is a new addition to the line. 
It washes, rinses, blues, and dries. 
all in the one machine. 

Six floor models and one press 
ironer are featured in the ironer 
line. They are of the rotary type. 








The 1938 Rollator 


Two roll speeds are provided. Knee 
control leaves both hands free to 
handle the clothes. All models are 
finished in white enamel. Three top 
models are equipped with chromium 
legs. Two models operate on AC 
current only while other models use 
either AC or DC. The press ironer 
is specially adaptable for apartment 
or hotel use as it can be hung in the 
closet or stored on a_ convenient 
shelf. 

The Norge press ironer has no 
motor or moving rolls. Operating 
control is provided in handle for left 
hand to raise and lower shoe, and 
right hand lever to apply pressure. 
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-the Banner 
of Duality 


—dquality that begins with Open Hearth Steel from 
Wickwire Mills, then full-sized wire, accurately drawn, 
perfectly woven and uniformly coated—Wire Cloth 
that is tough, good looking and lasting—that is 
Cortland Brand quality. 

@CORTLAND GRAYWICK—dull finished, galva- 
nized, electro-zinc coated and heavily enameled. 

@ CORTLAND BLACK— straight woven, true selvage, 
hard elastic enamel finish. 

@ ULTRA PREMIER—extra strong, 50% heavier than 
standard cloth, electro-galvanized and heavy pigment 
coated. 

@ CORTLAND BRONZE— Alloy of 90% copper and 
10% zinc, resists salt, acids, gases. Bright or antique 
finish. 
@ CORTLAND COPPER—from hard drawn .0113 | 
gauge copper wire, bright finish. 










All standard widths. 


Also extra wide widths 
above 48” to 72”. 






WIRE 






WIRE CLOTH 
POULTRY NETTING 


HARDWARE CLOTH 
WIRE NAILS , 


WICKWIRE BROTHERS 


NEW YORK:: U.S.A. 










ASK YOUR JOBBER 





CORTLAN D:: 
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A PADLOCK CUSTOMERS 
LIKE — AND BUY 





f 
No. 04856 
i 
HIS lock is so attractive and ob- 
viously first class that it tempts some 
customers to pay more than they ex- 
pected to pay. Result—a pleased cus- 
tomer and a better sale at relatively 
larger profit. 
No. 04856 is made of Extruded Metal 
and fitted with Genuine Pin Tumbler 
lockwork. Also has a hardened, cad- 


mium plated shackle. Made in six sizes 
from one inch to two inches inclusive. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 





eneral Sale 


EAG|. 2 X IG C oie! 


26 Warren Street -- New York 
Branch Offices: 

521 Commerce St. 179 N. Franklin St. 114 Bedford St 

Philadelphia, Pa. Chicago, Ill. Boston, Mass 


Works at Terryville, Conn. 
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TRY WETTING 
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S. 
The Perfect Netting 


Hexagon-me* 


«. made of CoP- 
‘; Galvanized Be- 


ne-inch 


Neater, 
y. S. HEXLOK 


_~* ing Stee 
per OerAlter Weaving 
fore furnished in No 





Meet Every Demand 
of Your Trade with 


U S POULTRY / 


NETTINGS e 


You simplify buying, stocking and re-ordering.... 
hold down inventory .... speed up turnover, 
when you standardize on U. S.HEXLOK and 
U. S. STRAITLOK Poultry Nettings. These 
superior hexagon-mesh and straight-line fabrics— 
from one dependable source— fill every demand 
of your trade; meet every phase of competition; 
give outstanding consumer satisfaction; build 
profitable repeat business. 

U. S. HEXLOK and U. S. STRAITLOK 
Poultry Nettings are distributed only through 
the regular wholesale and retai! trade. Ask 
your Jobber—or write for complete information! 


INDIANA STEEL & WIRE CO. 


Muncie, Indiana 
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RMT The Original US 


Straight-line 


122 








The Merchandising of Fencing 


(Continued from page 60) 


vantage to be gained in marketing 
his livestock “on the hoof.” It 
is an absolute necessity, if he is 
to accomplish his purpose, for 
him to use fencing and steel posts. 
A timely suggestion on your part 
should direct his mind toward 
your products. 

Every year roads are being im- 
proved, newly graded, widened, 
paved or graveled. In many in- 
stances it becomes necessary to 
tear down existing fences and re- 
build after road work has been 
completed. Such a_ condition 
lends itself admirably to sales pro- 
motion. Many dealers make it a 
practice to secure from their 
county engineers a list of such 
road projects, and then concen- 
trate their efforts on farmers liv- 
ing on both sides of these roads. 

One particular example of 
what can be done occurred not 
long ago in western Iowa. A road 
was being constructed from a 
certain town to a point on the 
Missouri River 12 miles west of 
the town. The local fence dealer 
secured information regarding the 
project from the county engineer 
before the work was started and 
he immediately made it his busi- 
ness to call on every farmer along 
the proposed new road. He told 
each one that the road, when 
completed, would provide a scenic 
highway for people living in town 
and would undoubtedly be used 
by townsfolk generally during 
their Sunday afternoon drives. 
He pointed out that there was an 
opportunity for the farmers to 
display their produce and sell 
poultry, eggs, butter, cream, etc. 
He went on to state that the more 
attractive the highway was, the 
more it would be used and then 
launched into his selling talk on 
the particular line of fence and 
posts he happened to be handling. 
The result was that with two ex- 
ceptions he sold his fencing and 
his posts to every farmer along 
the road on both sides. 

Even calamities befalling a 
community may present sales op- 
portunities to retailers. A good 
many times during the summer 
months, pastures become pretty 


well burned out, owing to lack 
of rainfall. 

It is an established fact that a 
considerably larger percentage of 
grazing can be obtained from a 
pasture if it is divided in half 
and all of the livestock confined 
to one half while the other half 
grows. The stock is then turned 
into the other half and the first 
half is permitted to grow. All 
of the grasses and legumes are 
dependent upon sunlight and if 
permitted to grow unmolested, 
will develop more rapidly and in 
more profusion than if constantly 
trampled. Then, too, if confined 
more closely, livestock will crop 
more closely and thus get more of 
what is available. 


Sales Opportunities 


Think of the sales opportuni- 
ties for temporary fence which are 
created under these conditions. It 
requires not only a fence reach- 
ing across the pasture but also a 
lane to enable the livestock to get 
to water when the trough or tank 
is at one end of the pasture. 

Someone once said that mer- 
chandise well displayed is half 
sold. This is rather a difficult 
statement on which to check but 
nevertheless a well maintained, 
attractively arranged display of 
fencing products is helpful. 

The smoother, brighter fences 
now being manufactured lend 
themselves admirably to display 
purposes but the display should 
be completely changed from time 
to time in order to continue to 
attract attention. 

A dealer certainly has the right 
to expect the representative of the 
manufacturer whose products he 
is handling, to assist him in 
building a display and the travel- 
ing salesmen for the manufacturer 
have opportunities to pick up 
good display: ideas in the course 
of their travels. 

Most manufacturers of fencing 
products have a more or less com- 
plete line of very fine sales helps 
available to their distributors. 
These sales helps are comprised 
of folders describing and _illus- 
trating various products, pamph- 
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Money-Saving Uniformity 
In These Carriage Bolts 


So alike you can’t tell them apart, Triplex Carriage 
Bolts assure you quick low-cost assembly. Faultless 
threads the accurately formed nut can spin tight on. 
True squared under head, so they fit snug. Electric 
heat-treated, quenched in rust-resisting oil. Buy 
Triplex for worryless economy. Write for samples 
and prices. 


THE TRIPLEX SCREW CO. 
5301 GRANT AVE. CLEVELAND 


IPLEX 


COMPLETE LINE OF ae SET SCREWS, BOLTS AND NUTS 
Millions Sold — Millions Satisfied 








WINDOW 


GLASS iw 1938 


THERE'S A CLEARLITE JOBBER 
READY TO SERVE YOU 
EASY ON THE EYES 


FOURCO GLASS CO., CLARKSBURG, W. VA. 















MOTO-MOWER 


PREFERRED FOR 20 YEARS BY USERS 
OF POWER LAWN MOWERS 


HERE’S A REAL Profit MAKER FOR THE 
LIVE HARDWARE DEALER! 


A NATIONALLY ADVERTISED LINE OF 
Quolity MOTO-MOWERS 
LOW PRICED—FAMOUS EVERYWHERE 





Hundreds of hardware dealers in every section of 
the country have created sales and reaped hand- 
some profits by a floor display of the Moto-Mower 
hardware line of lawn mowers. Priced from $56 up. 
Write for literature and dealership proposition. 
Moto-Mower has been recog- 
nized for 20 years as the quality 


power lawn mower. 
Complete line of larger 
power lawn mowers up to 


72" cutting width also avail- 
able. Write for catalogue. 
Moto-Mower retailing at 


$88 


THE MOTO-MOWER CoO. 


DETROIT, MICHIGAN 


MOTO-BOY MODEL 


A well-designed, reliable 





4607 Woopwarp AVE.. 











Make 1938 



















Branch Sales Offices. NEW YORK « CHICAGO « FT SMITH, ARK. 





1938 





1028 Depot Street Cincinnati, 0. 


ICH year 


Sell the ladder line that 
for 





means extra profits 
satisfaction to 


RICH. 


you and 
your customers— 


Made of carefully selected 
long-grain spruce and rein- 
cadmium- 
plated RICH 
Ladders are extra strong, 
extra light in weight, ex- 


tra SAFE. 


forced with 


hardware, 


Your jobber can supply 


you. Write for catalog. 


RICH PUMP & LADDER CO. 
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lets describing and _ illustrating 
better farming methods. proper 
fence erection, etc., and mailing 
pieces outlining to the farmer the 
need for fence. 

Material of this nature requires 
a lot of time in preparation and 
represents the outlay of a con- 
siderable amount of money. If 
properly used this material will 
pay for itself in increasing sales. 
A good many dealers make it a 
rule to keep a supply of these 
sales helps conveniently handy for 
the casual customer to reach for 
and look at when he is in the 
store. They also make use of them 
as previously described in selling 
seasonable items. 

Newspaper cuts ordered from 
the manufacturer should be mailed 
to the newspapers who have 
facilities for taking care of this 
sort of material. 

One of the most useful as well 
as one of the most expensive sales 
helps made available to the dealer 
is the direct mailing piece. These 
go out postage paid by the manu- 


facturer, to a list of farm cus- 
tomers and prospects provided by 
the dealer. Any dealer who is 


not making use of this service 
available to him, is not getting his 
money’s worth in advertising and 
is missing a fine opportunity. 

It is sometimes difficult for a 


| hardware dealer to make use of all 


the sales ideas given him by vari- 
manufacturers the 
dealer many 
items in stock that he cannot do 


ous because 


average carries so 
justice to one without possibly 
injuring another. 

However, the sale of fencing is 
universal. Fencing is required in 
every farming community and it 
is used by the class of farmers 
who purchase most of the other 
articles on a _ dealer’s shelves. 
Fencing is what might be termed 
a “basic commodity,” and it is 
hard to picture an increased sale 
of fencing products through an 
increase of sales effort without an 
increase in other commodities. 

As previously stated, the sale- 
ideas outlined above are ideas in 
actual practice. They are 
theoretical, but have 
advantageously by one dealer or 
another. The more of them that 
any dealer can conveniently put 
into operation, the better selling 
job he is going to do. 


not 


been used 








Wright Jennings 
Bits 


Tool users know they 
can depend upon 
Wright Jennings Bits. 
The quality is there. 
These time-tested bits 
are made of the right 
steel, in the right way 
to 


INSURE 
Quick, Easy Boring 





in the shortest time possible. They do 
good, clean work and satisfy every user. 
Right cut shows Auger Bit No. 30, regular 
length. Made in 22 sizes. Left cut shows 
Car Bit No. 30—12” twist, 18” over all. 
Made in 16 sizes. Also made in Dowel 
length in 9 sizes. Steady, profitable sellers. 
Send for complete catalog. 


pcoN VAL Coy 


The Connecticut Valley Mfg. Co- 


Centerbrook, Conn., U.S.A. 
Incorporated 1874 








GUM 
SPIRITS OF 
TURPENTINE 





CANNED FOR CONVENIENCE— 
of the dealer and his customer alike. 


SEALED FOR SAFETY— 
against contamination and adultera- 
tion. 


Truly an original package containing the 
pure spirits distilled from oleoresin of 
the living pine tree—dehydrated, filtered, 
and filled at the source of supply. 


TALOCO Gum Spirits of Turpentine com. 
plies with the provisions of the Naval 
Stores Act, and the requirements and 
specifications of the U.S.P. for Oil of Tur. 
pentine. 
SEE YOUR JOBBER TODAY FOR 
PRICES 


TAYLOR, LOWENSTEIN & CO. 


Mobile, Ala. Cincinnati, O. 
56 N. Commerce St. 605 Gerke Bldg. 
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A new and complete line of ready te aall Herse. 

Mule and Bronco shoes. Strong, tough, long 

wearing. Like all Diamond Shoes they are 

perfectly balanced, and shaped to fit the average 

horse’s foot without alteration. Nail holes are 

elean. correctly tapered and spaced. Easily nailed. 
Write for information. 


DIAMOND CALK HORSESHOE cc 
#612 GRAND AVE. DULUTH MINN. 
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BENCH TOOLS 


Good Ones... at Prices that Sell 


No. 31 Belt Sander—a real production 
sander for home workshops at low cost. 
Massive construction — simple adjust- 
ments and accurate alignment of belt 
drums and table. Drums 4” in diameter 
and 4” wide with closed ends. All bear- 





Write for literature on these new ‘‘big- 




















Something Worth Talking About 
When You Sell 


The “6 Ajax” 








TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing ‘for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleasing 
and neat appearance when applied to the door. 


~( CHICAGO) ~~ 
SPRING HINGES 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 








ings oilite bronze—dustproof oilers. 


No. 30 Band Saw—sturdy 10” band 
| saw, practically vibrationless—cuts true 
to a line on straight cuts as well as 
radii. Rubber covered wheels guarded 
front and back—oilite bearings com- 
pletely enclosed—upper and lower 
blade guide. Altho designed for the 
home workshop, this Band Saw is prac- 
tical, efficient and economical equip- 
ment for any pattern, cabinet or repair 
shop. 


value"’ tools. 


ARCADE MFG. CO. 
1201 Shawnee St. 
FREEPORT, ILL. 








ARKCADE 











HARDWARE & TOOLS 














LEARN ABOUT HELLER’S NEW 
MODERN STORE EQUIPMENT 
FOR a SALES 





Housewares department of R. L. Leeson & Sons Co., 
Elwood, Ind. See December 16th issue of Hardware 
Age for complete story. 


NEWLY DESIGNED LINE WITH 
ADDED SALES FEATURES 


Write for Free Literature Today! 


W. C. HELLER & CO. 


20 Vesey St. 138 Bryant St. 
New York City. Montpelier, Ohio. 
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The Silver Clipper 


% Display this strikingly beautiful family 
scale and almost every woman who sees it 
will want one! Modernistic design with 
unique silver and black dial. Improved 
mechanism—unusual accuracy. Reasonable 
price with attractive profits. 


FREE Display—in 5 colors—A proved Sales 
Maker in stores everywhere. Ask your jobber 
for catalog and prices. 


HANSON SCALE CO. (Est. 1888) 


510 N. Ada St., Chicago 1150 Broadway, New York 


HANSON 
SCALES 


BATH SCALES «+ DIET SCALES 
FAMILY SCALES « NURSERY SCALES 
SCALES for DOCTORS' OFFICES 
PENNY WEIGHING MACHINES 


DO YOU SELL 


NINE CHURNS 
OR ONLY ONE ? 


DAZEY 


LINE PROVES 
9to1 FAVORITE 
IN RETAIL 
STORES 


ODAY, as for many 

years past, 9 out 
of every 10 churns 
sold in retail stores 
are DAZEY Churns. 
# Such overwhelming 
preference cannot be 
due to chance. It is 
based on the advan- 
tage of many exclu- 
sive DAZEY features 
and a superior qual- 












2 Ors. to 


ity so outstanding 
10 Gals. that, for the discrimi- 
POWER: nating buyer, there 
Hand or ean be but one choice 
Electric —DAZEY. Why be 


content to sell one 
churn when you can 
just as easily sell 97 Stock the complete DAZEY 
line—especially ELECTRIC models if rural power 
+ available. SOLD THRU JOBBERS 


DAZEY CHURN & MFG. CO. 
4301 Warne Ave., St. Louis, Mo. 
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It's Selling Ability— 
Not Age— 
That Counts! 


(Continued from page 61) 


the sale of profitable lines are 
anywhere from 45 years old to 
60 or more years of age. 

Many companies, in the hard- 
ware field, would lose their best 
salesmen if they arbitrarily de- 
cided that a salesman over 40 
years old was “all through.” And 
these same companies would also 
lose out if they made a rule that 
no young salesmen would ever be 
given a chance to fill the shoes of 
a veteran who decided to retire. 
The truth of the statement that 
the veteran salesman is often the 
best salesman is borne out by 
some of the early returns of a 
recent survey on the subject con- 
ducted by American Business, and 
quoted in that publication. At 
the time mentioned, it was stated 
that not one of the reporting com- 
panies—in any field—had_ re- 
ported a “top salesman as young 
as 40 years of age.” 


Age Doesn’t Count 


Some of the facts developed by 
this survey will interest all hard- 
waremen, whether they are em- 
ployers or employees, salesmen or 
executives. The best sales volume 
for 1936 in a certain lawn tool 
and electrical appliance manufac- 
turing concern was recorded for 
a man 62 years of age. If that 
concern had set a 40-year limit 
this star salesman would have 
been ineligible for a position with 
that sales staff back in 1914. A 
man a good deal younger—but 
still pretty well past the age of 
10 (45 years of age) turned in 
the best sales total for a chain 
company. The same chain com- 
pany stated that a 54-year-old 
salesman boosted his 1936 sales 
volume 49 per cent over the total 
he had in °35. 

An eastern tool manufacturer 
found, by checking its records for 
1936, that its best volume pro- 
ducer was a man 55 years young. 
A man just a bit the bright side 
of 50, he was 48 years of age, had 
the best record among the sales- 


at 


It pays to push Red 
Devil Glass Cutters. 
They rate high as 


sellers in all seasons 
—at good profit. 


The sure cutting 
precision made 
alloy steel wheel 
pleases experi- 
enced users and 
amateurs alike 
It’s ALL in the 
Wheel. 





The unique Easel 
Counter Display 
attracts attention— 


and buyers 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 











SIZE MARKED 





BUT YOUR PROFIT 


TIME is important in making sales. When we 
| originated size-markings, we did it to eliminate 
| confusion and prevent waste of time measuring 

packings. 

In the past, both dealer and customer would 
study a packing and measure it to be sure of 
the correct size. Today, you pick up a Simplex 
pump leather and it is factory stamped with its 
size and number. This means no delay, no 
mistakes, no exchanges and no complaints— 
and Simplex cost no more than other good 


packings. 
Don't be without Simplex—ask your 
Jobber or write us for price list. 


MANUFACTURING 


~~ 8 YU ee, 
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“Oh Boy! 
Am I 
Hot Stuff?” 





EVEN the horse is proud of saddlery 
hardware finished with Eberite— 
our new plating that covers evenly and 
fully with a beauty that endures. 


This remarkable new finish excels 
anything heretofore offered in its re- 
sistance to rust, wear and weather. 
Fused to the base metal, it will not 
crack or chip. 


Eberite is an exceptionally bright 
and hard finish that surpasses in ser- 
viceability and attractiveness all the 
commonly known and used finishes, 
such as galvanizing, cadmium plating 
and chromium plating. 


Eberite is an exclusive feature of 
our Saddlery Hardware Division. 


Write for descriptive circular 








EBERHARD 


Manufacturing Co. 
Cleveland, Ohio 














AT YOUR SERVICE / 


Tur “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He's at vour 
service! 


HARDWARE AGE 


New Yer 
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| men for an eastern rubber goods 


company. A wholesale hardware 
firm stated that its top-notch sales- 
man in 1936 was a man of 55 
years. 

A household appliance manu- 
facturer found that its leading 
sales getters were 40 years or 
older when they first became 
affliated with the company. That 
concern stated that it now refuses 
to employ salesmen younger than 
30, unless they are known to be 
exceptional men whose perform- 
ances promise to be outstandingly 
above average. 


Food for Thought 


While it is true that these re- 
ports merely scratch the surface 
they provide considerable food for 
real thought as to the question, 
“When is a salesman too old to 
sell?” It would appear, after real 
analysis of these facts, that a 
good salesman, young or old, re- 
gardless of the length of time he 
has been with an organization, 
continues to be a good producer 


for an indefinite and indetermi- | 


nable number of years. 

Looking at the matter of the 
age of a salesman from a purely 
selfish standpoint it is expensive 


| —very expensive—to discharge a 


veteran salesman, if he still pro- 
duces a good sales volume. It 
often takes years of training and 
much experience to train and 
create a good salesman. To “let 
a man go” because he has reached 


a certain age limit may be the | 


actual destruction of a real invest- 
ment. Again from a selfish stand- 
point the man over 40 may, when 
he leaves your organization, take 
with him many of the accounts he 
handled for your concern. 


Add Young Men 


Young men must be added from 
time to time to any organization 
that is to survive and expand. But 
young should be 
brought in to supplement your 
present sales force and not to re- 
place a veteran who is constantly 
“bringing home the bacon” with 
a good sales volume. 


men 














LUA YS IDE FE 3 


Tool of 100! Uses 


A Whole Shop Full 
of Tools in One 

Grinds, polishes, routs, 
drills, cuts, carves, sands, 
saws, sharpens, engraves. 
For use at home, in sho) 
or take to job. Uses 20 
accessories. Plugs in an 
socket AC or DC 110 V, 










13,000 r.p.m. a m4 
Get A Demonstration Better Jobs 


at Hardware, Dept. Stores, 
Tool Dealers or order on 
10 Day Money-Back Trial. 
$10.75 and up postpaid,3 

ccessories Free. De Luxe 
Model $18.50, with 6 Ac- 
-essories. Catalog Free. 


CHICAGO WHEEL & MFG. CO., 





CRAFTSMAN 
Project Book 


“*Pleasure and Profit with a Han- 
dee.’’Easyworking plans formak- 
ing many interesting and unusual 
projects 25c, stamps or coin. 


Dept. EE Chicago 


One of the advertisements appearing 
regularly in 


45 LEADING PUBLICATIONS 


that are sending customers to you for 
demonstrations. The Handee is a proven 
seller. Requires only 2 sq. ft. of counter 
space for Special Demonstrator Set. Small 
investment for stock-—rapid turnover. 


SELLS ON SIGHT 


Every man who picks up a Handee from 


your counter wants it. He is thrilled 
with its perfect balance and smooth per- 
formance. Every Handee sale means a 
steady customer for you for the more 
than 200 available accessories 
Write Today for Special Deals. 
Learn about our New Accessory 
Case-—a real Profit Maker. 
(03 = 0007: V1 OMn')') 202) 230 ur. am) 0 A COOP 
1101 W. Monroe St., Dept EER Chicago, Ill 
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'GRASSELLI 
AGRICULTURAL CHEMICALS 


PSS 
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about the 
) Grasselli Line 


@ Just stock the brand 
demanded by volume 
buyers. 


Thoroughly tested by 
Du Pont Pest Control 
Laboratories, GRASSELLI 
Insecticides and Fungi- 
cidescover acomplete line 
of products for the fruit 
and vegetable grower. 


GRASSELLI Agricultural 
Chemicals are available 
in attractive small pack- 
ages as well as bulk size. 


Send for the new price 
list today. 





GRASSELLI Arsenate of Lead 

NuaREXFORM Arsenateof Lead 

Lime Sulfur 

Dry Lime Sulfur 

Calcium Arsenate 

DUTOX, a fluorine insecticide 

SULFORON, a wettable 
sulfur 

GRASSELLI Spreader 

Bordeaux Mixture 

Cryolite 

Nicotine Sulfate 











E. 1. DU PONT DE NEMOURS 
& COMPANY, INC. 
GRASSELLI CHEMICALS DEPT. 
Wilmington, Delaware 
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Coming Conventions 
and Events 





ip 
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Alabama, The Retail Hardware 
Assn. of, exhibition and meeting, June 
7-9, 1938, at the Gay Teague Hotel, 
Montgomery Ala. J. H. Crowe, 410 N. 
21st St.. Birmingham. Ala.. secretary. 


American Hardware Manufac- 
turers Assn. and Southern Hardware 
Jobbers Assn., April 11-14, 1938, at the 
Peabody Hotel, Memphis, Tenn. Sec- 
retary, manufacturers association, C. F. 
Rockwell, 342 Madison Ave.. New York 
City. Secretary, jobbers association, T. 
W. McAllister. 1020 Grant Bldg. At 


lanta, Ga. 


American Hardware Supply Co., 
11-43 Terminal Way, South Side, Pitts 
burgh, Pa., Jan. 24-25, 1938. Wm. M 


Stout, general manager. 


Arkansas Retail Hardware and 
Implement Assn., Feb. 15-16, 1938, at 
Marion Hotel, Little Rock, Ark. G. L. 
Turner, Little Rock, secretary. 


California Retail Hardware Assn.. 
Feb. 15-17, 1938, at Hotel Whitcomb, 
San Francisco, Calif. LeRoy Smith, 
117 Market St.. San Francisco, man- 


ager. 


Connecticut Hardware Assn., Feb. 
23-24, 1938, at Taft Hotel, New Haven, 
Conn. Charles F. Freeman, Branford, 
Conn., secretary. 


Eastern Hardware Golf Assn., 
fourth annual tournament, May 19-21, 
1938, at Buckwood Inn, Shawnee on 
the Delaware, Pa. H. L. Gilliam, 50 
Church St., New York City, secretary. 


Gift Show anil China, Glassware 
and Pottery Market, Jan. 31-Feb. 12, 
1938, in The Merchandise Mart, Chi- 


cago, Ill. 


Hall Hardware Co., 618 N. Third 
St... Minneapolis, Minn., Feb. 15-17, 
1938. 


Illinois Retail Hardware Assn., Feb. 
15-17, 1938, at Hotel Sherman, Chicago, 
lil. C. G. Gilbert, 1155 Merchandise 
Mart, Chicago, managing director. 


Indiana Retail Hardware  Assn., 
Jan. 25-28, 1938. Exhibit and meet- 
ings at Murat Temple, Indianapolis, 
Ind. Headquarters, Lincoln Hotel. G. 
F. Sheely, 915-35, 130 E. Washington 
Bldg., Indianapolis, managing director. 


Intermountain Assn., Jan. 25-27, 
1938, at Boise, Idaho. E. Bell, 211 S. 
Ninth St., Boise, Idaho, secretary-trea- 
surer. 


Iowa Retail Hardware Assn., Feb. 


8-11, 1938. at Des Moines, lowa. Ex- 
hibition, Coliseum; headquarters, Hotel 
Savery. Philip R. Jacobson, Mason 
City, Iowa, secretary-treasurer. 


Kentucky Hardware and_ Imple- 
ment Assn., Jan. 18-20, 1938. Exhibit 
and meetings at Seelbach Hotel, Louis- 
ville, Ky. J. M. Stone, Seelbach Hotel. 
secretary-treasurer. 


Marshall-Wells Co., Duluth, Minn.. 
Associate Congress—Jan. 31-Feb. 3, 
1938, in Duluth; Feb. 7-9, 1938, in 
Billings, Mont.; Feb. 15-17, 1938, in 
Portland, Ore., and Feb. 21-23. 1938. 
Spokane, Wash. 


Michigan Retail Hardware Assn., 
Feb. 8-11, 1938, at Detroit, Mich. Ex 
hibit, Convention Hall; headquarters, 
Statler Hotel. Harold W. Bervig, 1112 
Olds Tower Bldg.. Lansing, Mich.. sec 
retary. 


Minnesota Retail Hardware Assn., 
Feb. 22-25, 1938, at Minneapolis, Minn. 
Exhibit. Municipal Auditorium: head- 
quarters, Curtis Hotel. C. J. Chris- 
topher, Nicollet at 24th St... Minne 
apolis, manager-treasurer. 


Missouri Retail Hardware Assn., 
Feb. 22-24, 1938. Exhibit and meetings 
at Hotel Jefferson, St. Louis, Mo. Pey 
ton C. Clark, 2861 Gravois Ave., St. 
Louis, secretary. 


Mountain States Hardware & 
Implement Assn., Jan. 17-19, 1938, at 
Cosmopolitan Hotel, Denver, Colo. John 
T. Bartlett, 637 Pine St., Boulder, Colo.. 
secretary-treasurer. 


National House’ Furnishings 
Mfrs. Assn., Jan. 9-15, 1938, at Ste- 
vens Hotel, Chicago, Ill. Warren Ed- 
wards. 228 N. LaSalle St.. Chicago. sec 


retary. 


Nebraska Retail Hardware Assn.. 
Feb. 1-3, 1938, at Omaha, Neb. Ex 
hibit, Municipal Auditorium; head- 
quarters, Hotel Rome. Ed Hermanson. 
325 Insurance Bldg., Lincoln, Neb.. sec 
retary-treasurer. 


New England Hardware Dealer- 
Assn., March 1-3, 1938. Exhibit and 
meetings at Statler Hotel, Boston, Mass. 
George G. Hoy, 140 Federal St.. Bos 
ton, secretary. 


New York Housewares Mfrs. 
Assn. show, July 10-16, 1938, at Hotel 
Pennsylvania, New York City. Execu- 
tive secretary, Flo English, Hotel Penn- 
sylvania, New York. 


New York State Retail Hardware 
Assn., Feb. 8-10, 1938. Exhibit and 


meetings at Statler Hotel, Buffalo, 
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MAILING LIST 


WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling Through 
Hardware Channels Needs 
a Copy. 





Indispensable for 


1 Calling on Hardware Jobbers 
2 Your Credit Department 
3 Direct Mail Work 











se 
It Lists: PRICE 
SHELF HARDWARE JOBBERS 
HEAVY HARDWARE JOBBERS e 
MILL SUPPLIES DISTRIBUTORS 
PLUMBERS’ & TINNERS' SUPPLIES JOBBERS A COPY 
MANUFACTURERS AGENTS pti 
HARDWARE CHAIN STORES atts Godan 
HARDWARE ASSOCIATION LISTS 





HARDWARE AGE VERIFIED LIST 
239 W. 39th Street New York, N. Y. 

















@ A prominent sea 
searcher reports to us that he has 
never found sightlier sea search- 
ing than at The Claridge, Atlantic 
City’s seaside skyscraper. No 
searching is needed, however, to 
discover the hospitality, com- 
fort and charm of The Claridge. 


European Plan: Single from $4.50 
Double from $7 Also American Plan 


Joseph P. Binns, Manager 


New York Office: 500 Sth Ave. 
CHichering 4-6699 


Hotel CLARIDGE 


“The Skyscraper by the Sea” 


V5 ATLANTIC CITY 
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| &§ LITE Offer. Also complete in- 
| § formation on your Merchandis- 
| g ing Plan for Dealers. 


| § NAME 





Six large pages describ- 
ing new G.D.S. system 
of Pilasters, Metal Rein- 
forcement Strips and 
Anchors especially de- 
signed for use with the 
new, inexpensive flat and 
curved Beaver Boards 
with built-in colors. 


SOLVES PROBLEM OF NEW * MODERN °¢ SETTINGS 
Quickly ... easily . . . at new low cost... you 
can make smart, up-to-date, interchangeable func- 
tional displays, window backgrounds, columns, ex- 
hibits, shops, partitions, etc., in hundreds of ways 

. adaptable to any size or shape of space. 
Write for Your Copy NOW 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 North Justine Avenue, Chicago, Illinois 


100099 Lrezceased Sales 


IN 7 MONTHS THRU “SPEED-O-LITE” RENTALS 
writes FRED H. WHITE CO. 





It’s just as easy as that. You simply feature a Speed-O-Lite ities 
machine on your floor—put to work our FREE advertising helps 
backed by our 40-year tested Merchandising Plan and soon the money 
starts rolling in. In a short time you have waiting lists of renters, 
because the Speed-O-Lite is so simple and easy to run that no experi- 
ence is required. It clicks with the customer and doubles your 
sales of floor finishing materials. Dealers say, “It is without a doubt 
the Greatest Merchandiser of Floor Finishing Materials ever devel- 
oped.” This fastest-cutting, light-weight sander, 
sands right up to the quarter-round, picking 
up all dirt and dust, and leaving a ballroom 
finish on every floor. Heavy duty burn-out 
proof motor and rugged construction that has 
stood the gaff of public use. Actual sales 
records show material sales equal or exceed ren- 
tal earnings. Try it for 5 DAYS’ FREE TRIAL. 
Write TODAY and get your share of these 
Bigger Profits. 











; MAIL COUPON TODAY {| 


® Lincoln-Schlueter Floor Machinery Co., Inc. # 
239 W. Grand Ave., Chicago, III. 


138 
Please send full details of your 
5-day FREE Trial SPEED-O- 


NO DIRT 


| § ADDRESS NO DUST 
5 CITY NO MUSS 
t STATE ‘ 
iLancasecenenanasenaans , 4 
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Don’t Overlook 
Calking as a 
Profit Builder 


Pecora Calking Compound is a profit- 
able item for many hardware dealers. 
Profitable for your trade also, for 
where there is a repair job, there 
usually is a calking job. Stock and sell 
this time tested material. A leader 
since 1908. 


« 
This Gun 
With 3 Nozzles and 
4 Filled Cartridges 


Shipped Kepress Collect 
or 


$7.00 












Creators of 
Calking Compound 
in Cartridges 


HIS new type, high pressure Cart- 

ridge Calking Gun (patent applied 
for) is a great time and material saver. 
No messy filling of dirty gun. Assures 
a better calking job. Pecora Calking 
Compound is specially packed for this 
gun in non-refillable metal cartridge of 
approximately one quart and one pint. 


Other Pecora Products 
ROOFING CEMENTS 
FURNACE CEMENTS 
CASEMENT PUTTY 
METAL SASH PUTTY 

GLAZING PUTTY 
STOVE & BOILER PUTTY 
PERFECT PATCHING PLASTER 


Write for Folder and Prices 


Pecora Paint Company. Ine. 
Member of Producers’ Council, Inc. 
Lawrence & Venango Sts., Phila.,Pa. 
Established 1802 by Smith Bowen 
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N. Y. John B. Foley, 510 Hills Bldg., 
Syracuse, N. Y., secretary. 


North Coast Hardware and Imple- 
ment Dealers Assn., Feb. 10-11, 1938, at 
the Olympic Hotel, Seattle, Wash. T. S. 
Coy, Olympic Hotel, Seattle, secretary. 


North Dakota Retail Hardware As- 
sociation, Feb. 8-10, 1938, at Grand 
Forks, N. D. Exhibit, City Auditorivm. 
Louise J. Thompson, 21 Clifford Bldg., 


Grand Forks, N. D., secretary-treasurer. 


Ohio Hardware Assn., Feb. 15-18, 
1938, at Columbus, Ohio. Exhibit, 
Columbus Auditorium; headquarters, 
Deshler-Wallick Hotel. John B. Conk- 
lin, 175 S. High St., Columbus, secre- 
tary-treasurer. 


Oklahoma Hardware & Implement 
Assn., Feb. 1-3, 1938. Exhibit and 
meetings at Civic Auditorium, Okla- 
homa City, Okla. C. F. Nelson, 301 
Key Bldg., Oklahoma City, secretary- 
manager. 


Pacific Northwest Hardware & 
Implement Assn., Feb. 7-9, 1938. Ex- 
hibit and meetings at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 7-8, 1938. at the Herring 
Hotel. Amarillo, Tex. C. L. Thomp- 
son, Canyon, Tex., secretary-treasurer. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 1-4, 1938. 
Exhibit and meetings at Convention 
Hall, Philadelphia, Pa. W. Glenn 
Pearce, 400 N. Broad St., Philadelphia, 
managing director. 


Pennsylvania Wholesale Hardware 
and Supply Assn., March 24-25, 1938, 
at the Hotel Astor, New York City. 
Samuel B. Smith, Steinman Hardware 
Co., Lancaster, Pa., secretary. 


Philadelphia Motor Boat & Sports- 
men’s Show, Jan. 22-29, 1938, at Com- 
mercial Museum, Philadelphia. Frank- 
lin H. Bates, 1509 Fox Bldg.. Phil- 
adelphia, secretary of Boat Trades 
Assn. of Philadelphia, sponsoring or- 
ganization. 


South Dakota Retail Hardware 
Assn., March 15-17, 1938, at Sioux 
Falls, S. D. Exhibit, Coliseum; head- 
quarters, Cataract Hotel. C. J. Chris- 
topher, Nicollet at 24th St.. Minne- 
apolis, Minn., manager-treasurer. 


Southern California Retail Hard- 
ware Association, Feb. 6-10, 1938. Con- 
vention and exhibit at Shrine Civic Au- 
ditorium, Los Angeles, Calif. Meetings 
on Feb. 7 and 8. J. V. Guilfoyle, 1126 
Rives-Strong Bldg., Los Angeles, sec- 
retary-treasurer. 


Southern Hardware Jobbers Assn. 
and American Hardware Manufacturers 
Assn., April 11-14, 1938, at the Peabody 
Hotel, Memphis, Tenn. Secretary, job- 
bers association, T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga. Sec- 
retary, manufacturers association, C. F. 





Rockwell. 342 Madison Ave., New York 
City. 


Texas Hardware & Implement Assn., 
Jan. 25-27, 1938, at Hotel Baker, Dallas. 
Tex. Dan W. Scoates, College Station, 
Tex., secretary. 


Third International Housewares 
Show, Jan. 3-15, 1938, in The Mer- 
chandise Mart, Chicago, IIl. 


Triple Convention of the Southern 
Supply & Machinery Distributors Assn., 
the American Supply _& Machinery 
Manufacturers Assn., the National Sup- 
ply and Machinery Distributors Assn., 
May 9-11, 1938, at the Hotel William 
Penn, Pittsburgh, Pa. Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va., 
secretary of Southern Assn.; R. K. 
Hanson, 916 Clark St., Pittsburgh, sec- 
retary American Assn., and H. R. 
Rinehart, 505 Arch St., Philadelphia, 


Pa., secretary National Assn. 


Virginia Retail Hardware Assn., 
Feb. 22-23, 1938, at the Jefferson Hotel, 
Richmond, Va. R. A. Frayser, 602 E. 


Broad St., Richmond, acting secretary. 


Western Retail Implement & Hard- 
ware Assn., Jan. 18-20, 1938. Exhibit 
and meetings at Municipal Auditorium, 
Kansas City, Mo. Herbert J. Hodge, 


Abilene, Kan., secretary-treasurer. 


West Virginia Hardware Assn., 
Feb. 21-22, 1938, at Greenbrier Hotel, 
White Sulphur Springs, W. Va. H. B. 
Clower, Oak Hill, W. Va., secretary- 
treasurer. 


Wisconsin Retail Hardware Assn., 
Feb. 1-4, 1938. Exhibit and meetings 
at Milwaukee Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, Wis., 
executive secretary. George W. Korne- 
ley, 3374 N. Green Bay Ave., Milwau- 
kee, Wis., exhibit manager. 


“Space Saver” Models 


“Visor’—has flat back, enabling the 
receptacle to be placed flush with the 
wall. Front is rounded. Has full-ca- 
pacity inner container. Cover is down- 





ward moving. Made of steel with 
special spring operating mechanism; 
rubber silencer. Is enamel-finished in 
either white, ivory, red, green, or blue. 
Made in five sizes from eight to 24-qt. 
capacities. Suggested retail selling price 
is from $3.00 to $6.50. Dealer discount, 
33 1/3 per cent off list. American Re- 
ceptacle Corp., 533-543 Union St., 


Brooklyn, N. Y. 
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NOW Sell All HOPPE’S 
for Winter Gun Cleaning 


‘THE popular indoor sport of overhauling guns is here again. 
Sell every shooter: 





HOPPE’S 

UBRICATIN, 
OIL 

A bottle of Hoppe’s No. 9 Solvent for bore cleaning. 

A carton of Hoppe’s Cleaning Patches to apply No. 9. 

i. REVOVE! A can of Hoppe’s Oil for lubricating gun actions. 

ara rane Oat A tube of Hoppe’s Gun Grease to prevent rust. 









Mamuractuets SF 





Standard merchandise everywhere—advertised vear in and year 
out since horse-and-cutter days—Hoppe’s products are known to 
all shooters. Attractively packaged. Order from your regular 








"Nord. For “ihn parts. T. revent jobber. 
” Fact. FRANK A. HOPPE, Inc.. 
Write today for valuable booklets on gun cleaning—Free. 2314-A North 8th Street Philadelphia, Pa. 

















Every craftsman needs a com- 
plete series of all-purpose Forst- 
ner Labor Saving Auger Bits 
packed in a readily accessible 
case. You’ll find it takes but very 
little added effort to sell these 
handy tools by the set. Try it! 












Forstner Bits, unlike others, 
are guided by a circular rim in- 
stead of a center. Consequently 
they bore any arc of a circle. 








The entire cut- 
ting surface is at 
work all the time, 


COPPER & BRASS 


Belt & Trunk = leaving a clean, 


smooth hole re- 
gardless of knots 
or grain direct‘on. 


Rivets & Burs 
Round, Flat, Counter- 
sunk Head Rivets 
Washers 





Forstner Bits 
come packed in 
sets of 9, 11 or 17. 
Write for copies of 
catalogs TODAY! 
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food mixer mae it easier to sell. 
Easily demonstrated and understood, 


4 4 hey all 1 to a wo ‘s desire fo 
{ ublicalion pace Ph seeaaianion. wee is 
NATIONALLY ADVERTISED 


Extensively advertised in leading maga- 


h ul zines, the Hamilton Beach has become 
ar a AUCcce a great sales leader. Attractive tie-up 


material, liberal discounts and a profit ( 


G Closely “Read Extra features of the Hamilton oe 


protecting policy are behind every one 


dl Bd id you sell. Order from your wholesaler. 
4 ec CON Write us for free dealer helps. 
HAMILTON BEACH CO., Racine, Wis. 


D.vision of Scovill Manufacturing Co. 


See Pages 140-141 HAMI 
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SURE-GRIP 


HOSE CLAMPS 


& 
vere } eeee tenet: ” 


Hold Any 
Pressure 
the Hose 
Will 
Stand 


Every Sure-Grip hose clamp you sell means 
a satisfied customer. Accurate machining 
and separate galvanizing of each nut, bolt 
and clamp assure a clamp that is rust- 
proof and non-corroding—and with no rough 
edges to cut the hose. 

More than 100 sizes will enable you to sup- 
ply Sure-Grips for every use—garden, auto- 
mobile, steam hose, etc.—and they all 
tighten to a true circle. 

Ask your jobber or write us for prices. 


J. R. CLANCY, Inc. 
Syracuse, N. Y. 








When rats and mice 


SNEAK INDOORS 


Now’s the time to sell traps, when winter drives 
pesky, filthy, destructive rats and mice indoors. 
Put Victor Mouse and Rat Traps out in front, 
on your counters, in your windows and watch 
them sell. Order from your hardware jobber. 


MOUSE and 
RAT TRAPS 


Animal Trap Company 
of America, Lititz, Pa. 
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Women and Hardware Stores 


(Continued from page 80) 


nature that we buy, our first con- 
sideration should be not how 
cheap it is, but where, in case of 
trouble, can we get quick service. 
Suppose you have an oil burner 
that goes out of commission with 
the thermometer hovering about 
zero. Suppose you have bought 
the burner from some concern 
that has no service department. 
Then you certainly are in trouble. 
The lady to whom I previously re- 
ferred bought her stove and her 
refrigerator from a department 
store. They did not give service. 
The hardware man in advertising 
modern stoves and refrigerators, 
washing machines and all that, 
should stress his ability to give 
immediate service in case of trou- 
ble. I never saw any remarks on 
this subject in the advertisements 
of any retail hardware dealer. 


Feminine Shoppers 


The women of the country are 
spending 80 per cent of the 
money. They are the shoppers. 
And the women of this country 
are not hardware store-minded. 
When they desire hardware arti- 
cles such as aluminum ware, 
tacks, hammers, etc., they don’t 
think of hardware stores. They 
think of the department stores and 
the 5-arid-10-cent stores. And yet, 
as we know, the hardware stores 
do carry articles of good quality 
in these lines. In the department 
stores, and especially in the 5-and- 
10-cent stores, usually the only 
recommendation is the low price. 
The clerks in these stores are not 
trained to sell high-grade goods. 
Their only duty is to display the 
goods on the counters with prices, 
and hand them out when they are 
called for. In other words, take 
orders. No time is wasted on 
sales talks. 

Almost every woman you talk 
to will tell you about the low 
prices at which she can buy these 
goods. They have no thought and 
no idea of quality, or of buying 
things that will last and will give 
satisfaction. If the retail hard- 
ware dealers would just stop pity- 
ing themselves a little for the 
coming year and go to work sys- 


tematically and thoroughly to win 
the women’s trade, the results 
would surprise them. 

I was very much interested re- 
cently in an advertisement I re- 
ceived from Hilo, Hawaii. It was 
put out in the local paper by 
Beamer’s hardware store. Here it 
is: “Kitchen paring knives—10 
cents each, three for a quarter. 
They are a great bargain, but they 
are not worth a damn.” 

Mr. Beamer does a very success- 
ful business. He sells quality 
goods. He writes me that he fills 
his windows with American hard- 
ware, although he also carries En- 
glish and German goods in stock. 
He also writes me that he is go- 
ing after the women’s trade, and 
he says he gets it. 

How can the hardware men of 
the United States get this trade? 
It is all very simple. Of course, 
it will take some money. It will 
take some work. Everything that 
succeeds does. There will have 
to be regular store demonstrations 
for women. In their advertising 
they will have to feature goods 
for the family, and in this adver- 
tising I don’t think they should 
say too much about quality. That 
word “quality” has been worked 
to death. The main thing for 
them to do is to put their heads 
to work thinking of plans for 
1938 to get the women of their 
communities into their stores. In 
other words, the thought I pass 
out in this article to the retail 
hardware dealers of this country 
is to unite in one big national 
movement to sell more hardware 
to women during the coming 
year. 


The Great Problem 


The problem of all merchandis- 
ers is to find an undeveloped mar- 
ket. The retail hardware stores 
of the country have the greatest 
undeveloped market in any line 
of business. THAT MARKET IS 
THE WOMEN’S TRADE! Of 
course, I know dealers who read 
this will shake their heads and 
say I am not posted, that they 
are seeking the women’s business. 
I would like to change this ex- 
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Since 1856 
| Screw 


A Success Story 


Here’s that famous No. 4201 “Reli- 
able” Screw Plate that’s made such a 
name for itself. Introduced only a 
few months ago as a competitive 
Screw Plate that Hardware Dealers 
could sell at a profit in competition 
with certain Mail Order Houses—it 
has proven itself one of the fastest 
selling assortments of Taps and Dies 
ever to be offered to the trade. 

“Ask Your Jobber-Salesman— 

He Knows MAYHEW!” 





Quality Tools 


Plates 


All the Essentials 


No. 4201 List $9.00 
5 Cutting Sizes: 14,”-14” N.C. (USS) 
Threads 


Double-Bevel Interchangeable ‘Reli- 
able” Dies, Carbon Plug Taps 

For 95% of the Threading Jobs any 

of your customers ever have to do. 


MAYHEW STEEL PRODUCTS, Inc. 
Shelburne Falls, Mass. 

15 Mallow St., Old St., London, 

England. 

1332 William St., Montreal, Can. 


E.C.1, 
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for your 
farm trade! 


New ImproveD CERESAN 


DUST SEED TREATMENT 


for Wheat - Oats - Barley 


A big hit with farmers because it gives them the 
economy, ease of use and consistent seed-borne disease 
protection which*they demand. And a big hit with 
YOU — because it sells fast, satisfies the buyer and 
pays a generous return on your money season after 
season. New display, window streamer and new 
customer crop pamphlets sent free. Order today from 
your wholesaler. 
Boost winter volume by urging farmers to treat seed 
now—in the slack winter season. New Improved 
CERESAN and other Du Bay Disinfectants may be 
used any time! 


BAYER-SEMESAN COMPANY, INC. 
DU PONT BUILDING, WILMINGTON, DELAWARE 

































VISIBLE| QUALITY 


YOU OWE IT TO YOUR CUSTOMERS TO GIVE 
THEM HOLLAND STERILIZED TACKS IN MODERN 
ATTRACTIVE CELLOPHANE WINDOW _ BOXES. 


THE HOLLAND MFG. COMPANY 


BALTIMORE. MD.. U. S. A. 






















WORLD'S 
FASTEST 
Roller Skate 


Papa pays the bills so Johnny gets 
“Speed Kings’’—the skate with hard 
tempered steel rollers . . . the only 
skate guaranteed for 500 miles or a 
full year’s wear. And Johnny shows 
the neighborhood kids how much 
speedier they are ... low and 
streamlined ... with 18 big, smooth- 
running balls in each wheel 

with live rubber mounted axles for 
smooth sailing and fancy skating. 
Put this nationally advertised sales 
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MAIL THIS COUPON for | 


PROFITABLE PROPOSITION 


Hustler Corporation, 

Sterling, Mlinois 

Send information and prices on your ‘500 
Mile” and complete line of “Speed King” 


. sensation to work for you. Skates. (No obligation.) 
_ i . | Dealer = 
7 aaoale * Address 
speed King 500 ee § LE Roller Skate ~ | cir zs ro 
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THE FIRST WORD 
IN QUALITY 
THE LAST WORD 
IN DESIGN 





| The expressive 
| Sheffield term of 


“‘GUTS* 


MEANS SOMETHING 
TO MEN USING 
WOOD CUTTING 
SAWS 
















The “GUTS” 
in SANDERSON’S 
SHEFFIELD SAWS is 
the work put into them by 
master craftsmen right from the 
raw steel to the finished product. These 
men are descendants of Saw makers who have 
been in this trade since Sandersons started 
manufacturing in 1776. 





Full details and prices of 
SANDERSON SHEFFIELD SAWS 
can be obtained from our 
Sole Representative in the 


United States 


1170, BROADWAY. 
NEW YORK. 


JOHN S. McKENZIE, 


SANDERSON BROTHERS & NEWBOULD, LTD . 
SHEFFIELD ENGLAND 
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I would say the hard- 
ware retailers want the woman’s 
trade, but are not seeking it. Sim- 
ply to desire a thing without ac- 
tion, does not get any of us any- 
where. Desire must be followed 
up by action. If you disagree 
with me on the stand I am taking, 
just have someone go out in your 
community and ask 25 women 
how many times they have been in 
a retail hardware store in the last 
year. I myself have asked this 
question of 25 women, and 23 of 
them told me flatly they did not 
remember when they were last in 
a hardware store. The other two 
had visited a hardware store with 
their husbands. 

To sum up this article, there 
are two major problems before 
the retail hardware trade for the 
new year. First of all is the prob- 
lem of getting in contact with the 
women in your community, at- 
tracting them to your store, get- 
ting acquainted with them, making 
them hardware store conscious. 
The next problem is to make the 
hardware store a service station 
for everything in the hardware 


pression. 


line. Harp on service in all of 
your circulars and advertising, 


and then give illustrations of what 
you mean by service. Tell the ac- 
tual facts about the things that 
happen in the home that require 
of my hardware 
friends may say if we do this we 
will compete with the very me- 
chanics who buy goods from us. 
However, this does not follow at 


service. Some 


all. If your hardware store is the 
headquarters for the mechanics in 
your town, if the people in your 
town are trained to telephone you 
when they need mechanical help, 
think of all the jobs you could 
pass out to the mechanics who 
buy goods from you. 

If a retail hardware store en- 
joys the general hardware busi- 
ness in its community, if it has 
trained women to come to it not 
only for their wants in hardware, 
but for mechanical advice, if it 
has developed a regular service 
If 


such a store does not grow and 


department, it should prosper. 


make money, there must be some- 
thing radically wrong either with 
its overhead ex- 


its location or 


pense. 














$ | PAY CASH $ 


| am interested in buying bank- 
rupt or fire sale stocks of hard- 
ware and electrical supplies in- 
cluding wire, cable, conduit, etc. 
—either obsolete items or over- 
stocks. Write me giving full 
description, quantities, location 
cf material, etc. 


$ | PAY CASH 


Address NATCO 


1031 W. Van Buren St. 
Chicago, Ill. 


$ 
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by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms and 
baths. Moderate 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 
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VAUGHAN 
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25,000,000 women can’t 
be wrong. Approved by 
Good Housekeeping. 
The simplest... best- 
cutting ...easiest-to-use 
can opener on the mar- 
ket. For quick turnover 
—and good profits—dis- 
play this Nationally Ad- 
vertised Popular Seller. 


NOVELTY MFG. CO., INC. 







3211-25 CARROLL AVENUE, CHICAGO. ILLINOIS. U.S. A. 
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@ Above is illustrated the in- 
comparable Roper Double-Act- 
ing Single Cylinder Piston Sys- 
tem. It has numerous exclusive 
features that definitely establish 
leadership in both economy and 
efficiency. 

In no other system can you 
zet “Direct-Drive” (no belts), 
“Sani- Tank” (no adjustment 
necessary), Air Volume Control 
and “Built-In” Pressure Switch 
(automatic operation). Pumps 
water from any source down to 
22 feet . . . capacity, 250 gal 
lons per hour. 


WRITE FOR LITERATURE 
ON ROPER SHALLOW 
AND DEEP WELL SYSTEMS 


GEO. D. ROPER CORP., ROCKFORD, ILL. 





A Sturdy Screw Wrench | 
For All General Use— 


Both dealers and users like the B. & C. No. 62 
Screw Wrench. It sells readily and satisfies 
completely. The Handle, Frame and Bolster 
are made into one piece and braced to stay. 
The Bar is forged from special steel and is 
extra strong. All parts are case-hardened to 
withstand severe service. Sizes: 6 to 21 ins. 






ae Ask Your Jobber 
Ba( BEMIS & CALL CO. 
MARK 


SPRINGFIELD, MASS. No. 62. 


Preference 
INTO PROFITS 


Cash in on Gardiner Acid-Core Solder’s out- 
standing reputation for dependability and econo- 
my. Its high tensile strength and _ consistent 
savings in time and material win and hold farm- 
ers, mechanics, householders, garages and other 
!, 5 and 20-pound spool buyers. The famous 
Gardiner Repair-All Household Package .. . 
priced to meet chain store competition with a 
full mark-up . . . will bring you the eream of the big home market. Order Gardiner 
Solder by name from your jobber. User preference assures record sales and profits. 




















4821 So. Campbell Ave., Chicago, Ill. 





135 














ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 


Rechester Sash Balance Co., ine. 
Rechester, N. Y. 











Skyscraper 


Woven Steel 


RUBBISH 
- BURNER 


To retail from 


Shipped K. D. 
Easy to set up 


H. B. BORNSIDE, MFR. 











Prov., R. I. 





COOKS#*@CM1 NAIL 


] CLIPPERS 


\NAIL CLIPPER! 
The “Gem Junior” 


An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and a 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail, 25¢. 
At jobbers’. Send for cata- 
log price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 


KEY BLANKS 


OF EVERY DESCRIPTION 












Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U.S. A. 














E-Z CORN POPPER 


The Original Rotary 
Corn Popper 


The Popper That 
Puts The € 
Pop in Pop Corn 

Use Any Kind of Heat , : 

0. S. KEENE MACHINE CO., - ELKHART, IND. 
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Scro-Grill 


Wrought Iron, 
Ornamen- 
tal Screen Door 
and Window 
Grills of rare 
charm, good 
profit. If your 
Jobber cannot 
supply, write— 


R. H. Hutchinson 
& Co. 














At dealers everywhere; sold 
‘ Lpunete a odbers: in- | 1019 N. Mont Clair 
Belknap, Townley. List $1.25. Dallas, Texas 
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Fair Trade Warning 


NACTMENT of the Tydings- 

Miller Bill was the culmination 
of a drive during which forty-three 
State legislatures enacted price 
maintenance acts. In brief, the Fed- 
eral Act does nothing more than 
make lawful in interstate commerce 
among forty-three States the prac- 
tices which those States already had 
made lawful in their intrastate com- 
merce. 

Let it not be forgotten, however, 
that the Sherman Anti-Trust Act 
and the Clayton Act are still in 
force, as well as the Federal Trade 
Commission Act making unlawful 
unfair methods of competition in 
commerce. Under these statutes, 
monopolistic practices, or practices 
which tend to promote monopoly, or 
practices which constitute unfair 
methods of competition, are still un- 
lawful. 


Horizontal Agreements 


Also, it always should be kept in 
mind that even under the Tydings- 
Miller Act, re-sale price mainte- 
nance agreements among competing 
manufacturers or among competing 
distributors are not permissible if 
the parties are engaged in interstate 
commerce or their dealings directly 
affect interstate commerce. These 
are sometimes referred to as _hori- 
zontal agreements. They are still 
unlawful. The Tydings-Miller Act 
gives Federal sanction only to con- 
tracts between individual producers 
and individual distributors involving 
goods which bear the trade-mark, 
brand or name of the producer or 
distributor. In such cases re-sale 
price maintenance enforceable by 
contract is permissible. 

For deviations from this permis- 
sive and limited right allowed by 
the Tydings-Miller Act, the proc- 
esses of Government set up under 
the anti-trust laws still are available 
and no doubt will be invoked 
promptly whenever and wherever 
the facts warrant. 


Fair Trade Laws 


The various State enactments 
legalizing price maintenance in cer- 
tain circumstances, and the Tyd- 
ings-Miller Act giving them Federal 
sanction, are frequently referred to 
as fair-trade laws. Let us hope that 
they prove to be that in fact as well 
as in name. If they do not, they are 
not likely to remain law for very 
long.—William A. Ayres, chairman 
Federal Trade Commission, in Print- 
ers’ Ink. 








"SUN HINE™ 
INS, HIN" 
cHAMOI 


MADE IN U.S.A. 
ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL MASS. 








Include 


HINDLEY WIRE GOODS 


on your shelves in 1938. Enter 
your stock order with your Jobber 
now and specify Hindley's. 


WIRE GOODS—COTTER PINS 
WIRE SPECIALTIES—EYEBOLTS 


60 JOHN ST. 
HINDLEY MFG. CO. §2.527' Fatis. pr. 1. 











STEEL BRICK HODS 


Have been used 
for years 
because of 

their strength 
and lightness. 

Ne. 162 ernie” All steel 

Brick x7” deep 

Prices Will Interest 

The Cleveland Wire Spring Co. 

E. 38th St. and Hamilton Ave. 











@ @ CLEVELAND, OHIO © ® 





Chicago Rawhide and Indian +, ee 


Better 
flexible, 
ble—that retain their 
fibre strength and toughness. 
— Specially tanned without 
lime, acids or injurious 
chemicals. Uniform thick- 
ness, accurate widths. 
Proof -tested for strength. 


They sell themselves; 
build repeat business. 


Chicago Rawhide Mfg. Co. 
1285 Elston Ave., Chicago, U.S.A. 











“Lead Seal” NAILS 


Get samples of this remarkable roofing 
which makes any kind of roofing give better = 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
BSeal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
onstrator blocks 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


DASCO 

HAND FORGED 
DIAMOND POINT 
TESTED 

















ASK 

YOUR 

JOBBER 
DAMASCUS STEEL 


PROD. CORP. 
ROCKFORD, ILL. 











HARDWARE AGE 


















dust 
char 
Plar 
prof 
Why 
this 
toda 
Start 


3934 








JA 











ee 














uP "PeoES DEMAND! 


NEW FULTON ‘e7ute 

PLATES 
NOW you can purchase your 
letter plates from the manufac- 
turer of the famous Fulton mail 
boxes! Demand for this beau- 
tifully finished “mail box ac- 
cessory” increases daily. 
Special feature—Gravity Letter 
plate flaps, no springs. Regu- 
lar steel finishes will be brushed 
brass and oxidized copper; solid 
brass plates will be polished or 
brushed brass; other standard 
finishes on order. 








Write For Information 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Illinois 


STAR 


Heel Plates 


Just as some stars in the sky outshine other stars in bril- 
liance, so do Star Heel Plates outshine other heel plates 
in sales. No dull season with “STAR’S”—they move right 
off from your shelves. Little in size—big in profits. 9 sizes 
to fit ALL sizes of shoes. 14 gross pairs in box. 


SOLD BY LEADING JOBBERS—SEND FOR 
SAMPLES AND PRICES 
































STAR HEEL PLATE CO.,. Newark, N. J. 































Chain for farm, home, and in- 
dustrial use—scientifically mer- 
chandised by the 193% Hodell 
Plan makes these wonderful 
profits possible. 

Why let your competitors get all 
this lucrative business—write 
today for complete details and 
start enjoying your share. 


THE HODELL CHAIN CO. 
3934 Cooper Ave., Cleveland, Ohio 
Established 1886 


ATYPE AND SIZE FOR EVERY PURPOSE 





DEALERS—JOBBERS 


oe This beautiful 

, ame \ chromium S U N - 
: =. GLO BROIL- 
a ETTE is the most 
a eed sensational and 
modern appliance 





— a on the market. 
ee BEHEOIEL Ss, 
gern ZB COOKS, FRIES, 

TOASTS. 


Will broil a 5 lb. steak in 10 minutes. ; ; 
A necessity in every home and a most practical gift. 


Send for booklet 


MONMOUTH STAMPING CO., Inc. 
151 Chambers St. New York, N. Y. 
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| FREE 
Display 
with each 2 
dozen 


| 


WHY IS IT CALLED 
“LIGHT-VESSEL” CHAIN ? 


Not because there is anything lightweight about it— 
but because it affords a permanent anchorage for the 
Government’s “floating lighthouses”—so vital to the 
safety of shipping. Since this duty requires the high- 
est-grade Chain, McKAY is a prominent factor, based 
on “McKay’s 50 years of knowing how.” 


A-No. 1 quality in welded and weldless Chain is stand- 
ard practice with... 


THE McKAY COMPANY 
McKAY BLDG. . . . . . PITTSBURGH, PA. 








MASCOT 


MECHANICAL 
PUTTY REMOVER 


will do one of the most disagreeable jobs 
quickly without effort. 

A new device invented by an experi- 
enced hardware man. Electric motor op- 
erates revolving cutter. Raised or lowered 
to suit operator. Leaves clean, even sur- 
face for fresh putty. Guide pin steers 
— in proper course. Very powerful 
unit. 

Operates on either A.C. or D.C. current. 
The only machine of its kind. Will pay 
for itself in a short time. 


Write for circulars and prices. 
Jobbers wanted. 


PROSPECTUS MFG. CO. 


Mee) 1900 Riverside Ave. 
a Minneapolis Minn. 














SAVES SPORTSMEN’S LIVES 


Retails for only 60c 


This is the Match Box referred to’ 
in recent news dispatches and fea- 
ture articles in sportsmen’s 
magazines. Many a life has 
been saved by 


Improved 
MARBLES ii 

Match Box 
Carried in pocket or attached to belt or 
chain by handy ring. “4 inch outside diam- 
eter. Carries several days’ supply of 


matches. Absolutely waterproof—-even 
when submerged under water. 












7 Packed 6 to each new display carton. 
Order from your jobber or direct from 
factory. 


Show ‘em 
and you'll 
sell ‘em. 

Retails for 60c 


MARBLE ARMS & | & MFG. CO., 540 Delta Ave., Gladstone, Mich., U.S.A. 











* — « We coulda’ t improve 


















KLEEN-A- 
BRUSH 


So we improved the pack. 
age and the counter dis- 
play. 

@ Biggest 10c value on 
the market. Put it 
on your counter, 
watch it sell. Order 
TODAY from your 
jobber. 


SHEFFIELD 
BRONZE POWDER & STENCIL CO. 
3000 Woodhill Rd., Cleveland, Ohio 
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Information regarding sources of supply as pre- 
vided readers of Hardware Age by the “Whe Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?’ 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Verdigre, Neb.: Who makes Flex- 
Stone for dressing tungsten points? 
—Svoboda Bros. 


ANSWER: Rinck-Mcllwaine, Inc., 
16 Hudson St., New York, N. Y. 


* * * 


Ithaca, N. Y.: Who makes the 
New Rival orange juicer?—C. J. 
Rumsey & Co. 

ANSWER: Rival Mfg. Co., Kan- 
sas City, Mo. 


* * * 
Shaker Heights, O.: Who makes 


the Deagan Chimes? — Shaker 
Heights Hardware Co. 


ANSWER: J. C. Deagan, Inc., 
1770 Berteau Ave., Chicago, III. 


+ + * 


Ilion, N. Y.: Who makes the 
Dur-O-Lite lead pencils?—D. W. 
Bard. 


ANSWER: Dur-O-Lite Pencil Co., 
Melrose Park, III. 


” * * 
Petersburg, Va.: Who makes 


Vitrock table glass ware?——Chas. 
Leonard Hardware Co. 
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ANSWER: Hocking Glass Co., 
Lancaster, Ohio. 


Youngstown, Ohio: Who are the 
distributors in the United States for 
Cyma Watches, made by the Tavan- 
nes Watch Co. (Switzerland) ?— 
Wilkins-Leonard Hardware Co. 


ANSWER: Tavannes of America, 
Inc., 55 E. Washington St., Chicago, 
Ill. 


‘ 
* * * 


Lubbock, Texas: Who makes the 
Everbright gasoline heater ?—-Mein- 
ecke Bros. 


ANSWER: | Everbrite Products 
Co., Kansas City, Mo. 


* * * 


Norfolk, Va.: Who makes the 
Lightnin stapling machine ?—Pax- 
ton Co., Inc. 

ANSWER: Burgess Co., Inc., 
Beaver Falls, Pa. 


* * * 


Sodus, N. Y.: Who makes the 
Vanitas electric stocking darner?— 
Sodus Hardware. 


ANSWER: General Hosiery Motor- 
Mend Co., 40 E. 34th St., New York, 
i. a A 


* * * 


Penn’s Grove, N. J.: Who makes 
the Johnson bronze bushings?—R. 


F. Willis & Brother, Inc. 


ANSWER: Johnson Bronze Co., 
New Castle, Pa. 


* * * 


South Norwalk, Conn.: Who 
makes the Eastman sports timer?— 
Fox Cycle & Hardware Co. 


ANSWER: Eastman Kodak Co., 
Rochester, N. Y. 


* * * 


Beacon, N: Y.: Who makes the 
Keystoneware?—P. J. Challen. 


ANSWER: Keystone Silver, Inc., 
460 W. 34th St., New York, N. Y. 


&® # @ 


New Bremen, Ohio: Who makes 
the Cornwell wrenches? — New 
Bremen Hardware & Supply Co. 


ANSWER: Cornwell Quality 
Tools Co., Mogadore, Ohio. 
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PUSH this PROFIT-MAKER 
SUSTRITE 


Carton Proved for Impulse Merchandising 
Power, Justrite Push-Clips on your 
counter will bring you EXTRA sales. 
Every home needs Justrite Push-Clips 
Practically every customer will buy / 
them. Every buyer will REPEAT! 
Justrite Push-Clips are easy to install 
.. no tools required. Hold lamp, radio or 
telephone cords firmly; easy to remove. 
Do not mar walls or woodwork. 
No. 17 Push-Clip Display (% gross 
cards): 9 cards Ivory, 3 cards White, 9 
Cards Old Gold, 6 cards Dark Red, 6 
cards Dark Green, 3 cards Green. 


1.8) eM LUSH CUPS 








Lowe coe 
JUSTRITE MANUFACTURING CO., 2073 Southport Ave., Chicago, Ill. 
R s ADJUSTABLE ROSEWOOD HANDLE 
Standard of Excellence in Knives for 88 years 


HERE ARE MORE 

GOOD SELLERS 
Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives 
Clam Knives 
Mackerel Knives 
Pruning Knives 
Paper Hangers’ 

Knives 
Butcher Knives 
Plaster Knives 
Kitchen Knives 
Stencil Knives 
Manual Training 


MURPHY’S CARTON KNIFE 





carton and 
makes an 


for 
that 


An _ adjustable knife 


cardboard cutting, etc., 
easy job of it. 
Edges stay sharp. Blades do not slip. 
Handles afford a perfect grip. 
Immensely popular in shipping and re- 
ceiving departments of factories, stores, 


etc. 
Add this knife to your line and make 
your work knife counter more profitable! 
Prices and new catalog, just off the 








Knives : 
Shirt Cutters, press, on request. 
—— Robert Murphy’s Sons Co., Ayer, Mass. 

















Balanced FOR SALES 
Balanced FOR PROFITS 


This balanced assortment from 
“The Tool Box of America” gives 
you 12 Stanley Nail Hammers 
. every one a fast seller. 


[STANLEY ] 








| STANLEY TOOLS 


New Britain, Conn. 





Order From Your Jobber 











EXTRA PROFITS 


for Hardware Dealers 


FREE BOOK TELLS HOW 


Build greater sales . . . gain new customers . . 
make extra profits! Cash in on big Home Craftsman 
trade. Sell fancy wood specialties, model builder’s 
and amateur wood worker’s supplies. Extraordinary 
big profit margin. Quick turn over. Volume sales 
on small inventory. Thousands of steady customers 
for our line in every section. Big new Catalog 
No. 10 tells all about it. Lists and illustrates hun- 
dreds of profitable items, scroll pattern designs, rare 
cabinet woods, veneers, special hardware, etc. Deal- 
ers write on your letterhead for Free copy. Others 
send dime. 


CRAFTSMAN WOOD SERVICE COMPANY 
2700 South Mary St. Chicago 





















SEAL-KRAFT 


SEAL-PAKT—SEAL-POTTED 


ROSE BUSHES 


SHRUBS, VINES, ETC. 




















A complete plant service. 
Full particulars on request. 


C. E. WILSON & CO., INC. |, ......, 


Manchester, Conn. 1894506 
SOUTHERN PACKING PLANT, JAcksonviLLe, Tex. 














WATCH FOR 
The New Deal 
ON 

EDLUND JUNIOR 
CAN OPENERS 


Your Jobber Will Supply Full Details Soon 
EDLUND CO. BURLINGTON, VT. 















COBURN 


DOOR HANGERS and TRACK 


For 50 years Coburn Door Hangers and track 
have given satisfaction everywhere. Coburn, the 
original enclosed track, gives maximum service 
today because design and construction are superior. 
Coburn Sliding Door Hangers are strong and sturdy. 
Roller or ball-bearing as desired; vertical and lateral 
adjustments. 
For commercial, industrial and residential requirements, 
specify Coburn. 
Since 1888 Coburn Products Have Been 
Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL ST. HOLYOKE, MASS. 
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BOMMER 


SPRING HINCES 


ARE THE BE 


REPLENISH YOUR STOCK WITH 








oF BOMMER 
9 , . . 
They are in universal demand—are quick- 
° fous est to sell—easiest to apply and the most 


fe} satisfactory spring hinges made. 


Bommer Spring Hinge Co., Brooklyn, N.Y. 
| Chicago Sales Office: No. 180 N. Wacker Drive 
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Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... $3.0 
All capitals, maximum, 50 words. . : $0 
Each additional word......... -06 


Positions Wanted 
(Special Rate) set solid, maximum, 
BED obcc0séccveesecenedeees -50 


Each additional wor 
Allow Beven Words for Toned Address or Your ‘Address 


BOXED DISPLAY RATES 
CR BE bkksanec haec04ccstcaseces $5.00 
Each additional inch .......-- 4.00 





Help Wanted, Accounts Wanted 


Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





DISCOUNTS “FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions 15% off. 

Due to the special rate, these discounts do 

not apply on Positions Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 

—e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 
15 days previous to date of publication. 








NOTE 


Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

—_—~eo— 

Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 








Beans Ove a 


NEW BUCKET BLADE EXHAUST FANS 
at prices that sell, motor driven ready to install. 
16” at $20.50, 18” at $28.50, 20” at $34.00, 
24” at $55.00. Address Box C-802, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein. 815 Central St.. Kansas City. Mo. 


WANTED TO PURCHASE GENERAL 
HARDWARE BUSINESS. No real estate. Lo- 
cation anywhere except large city. Business to 
sell for approximately ten thousand dollars. Advise 
first letter all pertinent facts of business offered. 
Replies strictly confidential. Address Box C-849, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


























PALATINE INDUSTRIAL CO., INC., 111 
Fifth Avenue, N. Y. City, are looking for agents 
to sell their “Stronghold” Plug (‘‘non-split’”’ Fibre 
Screw Anchor) now manufactured in U. S. A. 
under patent license of The Rawlplug Co., Inc. 





WANTED: PART OR FULL-TIME SALES- 
MEN with strong following amongst wholesale 
electric, hardware, and mill supply jobbers to sell 
incandescent electric bulbs at an attractive dis- 
count. Commission basis. Address—Brighton 
Lamp Co., Inc., 19 Hudson St., N. Y. City. 


WANTED SALESMEN TO SELL TO dealers 
as a side line a dependable and moderately-priced 
combination padlock. Must buy and carry own 
stock. Good selling season now at hand. Address 
1, C-841, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


SALESMEN NOW CALLING ON THE hard- 


ware and paint dealers, to sell established manu- 








facturer’s line of paint brushes. Commission basis. 
Several territories now open. A real opportunity 
to earn some extra money each month. Address 


Box C-839, care of Harpware Ace, 239 W. 


39th St., N. Y. City. 


~ BU SINESS ; OPPORTUNT’ rY — PROGRES- 
SIVE MANUFACTURER OF POPULAR, fast- 
growing Rodecide & Insecticide line, advertising 
sectionally now, planning national 1938 campaign. 
Seeking wide-awake representatives, all States. 
Hardware, feed and seed trade. Ideal side-line. 
Attractive commission. Address Box C-833, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


AN UNUSUAL OPPORTUNITY FOR _ IM- 
MEDIATE PROFIT WITH A PERMANENT 
FUTURE INCOME IS OFFERED TO SUC- 
CESSFUL TRAVELING SALESMEN NOW 
CALLING ON RETAIL DEALERS. CHAR- 
ACTER REFERENCES AND INFORMATION 
RELATIVE TO SALES ABILITY REQUIRED. 
ADDRESS—-WRIGHT PRODUCTS MFG. CO., 
MINNEAPOLIS, MINNESOTA. 


OUTSTANDING NEW YORK WHOLE. 
SALE HARDWARE, Housefurnishing and Elec- 
trical House requires the services of an experienced 
salesman for the Jersey Coast. Must be thoroughly 
experienced with the lines mentioned and have 
following. No others need apply. State last five 
years employment, confidential. Commission basis 
only. Address Box C-847, care of HarpDWare 
Ace, 239 W. 39th St., N. Y. City. 
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OLD ESTABLISHED MANUFACTURER OF 
GENERAL household and mechanic’s hardware 
requires commission salesman with established 
clientele calling on jobber and retail hardware 
trade in Eastern Pennsylvania and part of New 
Jersey. Address Box C-836, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 

SALES REPRESENTATIVE WANTED FOR 
COMPETITIVELY-priced line of Garden In- 
secticide sprayers which fit into your common 
garden hose. This has proven sales appeal with a 
line of cartridges which insures repeat business. 
Address all inquiries to Box C-823, care of Harp- 
warE AcE, 239 W. 39th St., N. Y. City. 

MANUFACTURERS’ AGENTS—TO REP- 
RESENT OLD established thermometer manufac- 
turer offering complete line of thermometers to the 
hardware and drug jobbers. Give full details in 
letter stating territory covered and companies now 
represented. Address Box C-835, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 

















Sell Your Products 
On Pacific Coast 


Agent familiar with wholesale 
and retail hardware trade of 
Pacific Coast, from Canada to 
Mexico, seeks agency for addi- 
tional line to sell to same trade; 
must be a product of genuine 
merit. Please reply in first in- 
stance to C. E. Turner, c/o Rose, 
Bechman & Dunn, Attorneys, 
Commonwealth Building, Pitts- 
‘burgh, Pa. 














MANUFACTURERS’ REPRESENTATIVES, 
TRAVELING FIVE SALESMEN, with volume 
following, seek line of hardware; builders’, cabinet, 
etc., eastern territory. Address Box C-818, ae 
of Harpware Acre, 239 W. 39th St., N. Y. City. 


MANUFACTURER’S REPRESENTATIVES, 
CONTACTING HARDWARE, mill supply, 
plumbing trades, can produce volume on _ addi- 
tional line. Address Box C-828, care of Harp. 
ware Acre, 239 W. 39th St., N. Y. City. 


ae SELLING TO HARDWARE 
Woodenware jobbers from Ohio River to 
eal River and from Kentucky to Canadian 
border, seeks an additional profitable line. Am 
well established—treferences good. Address Box 
C-830, care of Harpware Acs, 239 W. 39th St., 
N. Y. City. 


EXPERIENCED TRAVELING SALESMAN 
COVERING THE Piedmont Section of North 
Carolina, is open for a few additional lines of 
quality merchandise, especially the following: 
screen wire, bicycles, oil ranges, heaters, locks, 
hinges, floor coverings and linoleum rugs, lawn 
mowers and lawn hose, etc. Address Box ¢ 832, 
— of Harpwargs Acz, 239 W. 39th St., ¥. 
ity. 




















MANUFACTURER’S AGENT CALLING ON 
HARDWARE and mill supply jobbers and large 
retail hardware stores in Illinois, Indiana, Minne- 
sota, Wisconsin, Iowa and Nebraska can do justice 
to one more line. Have good contacts with builders’ 
hardwaremen in this territory, traveled regularly 
for fourteen years. Address Box No. 7634-A, 
ee of Harpware Ace, 802 Otis Bldg., Chicago, 

llinois. 





CANADIAN REPRESENTATION. GEN- 
TLEMAN HAVING MANY years sales connec- 
tion with wholesale trade in Montreal, and district, 
desires agency for manufacturer of lines suitable 
for wholesale hardware, chain stores, etc. Would 
also like a good line of w cloth wrapping 
boards and hickory handles. Address Box C-838, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 








EXECUTIVE 
AVAILABLE 


A young, vigorous-minded exec- 
utive is available for position 
where the solution of a business 
problem requires experience and 
abilities involving knowledge of 
management activities. This man 
is profit-minded. He believes in 
approaching a problem through 
sales—which means first finding 


out the desires of the consumer 
and then developing the most 
efficient use of facilities and per- 
sonnel to earn the best profit for 
the stockholders. Grounded in 


markets, research | technique, 
marketing and promotion and 
advertising, personnel work and 
general business management 
and policies. Officer of large cor- 
porations. Engineering graduate. 
Intimate knowledge of capital 
goods businesses as well as ex- 
perience with consumer outlets. 


ADDRESS BOX C-844 
Care Hardware Age, 239 W. 39th St., M. Y. City 


HARDWARE AGE 























- Position Wanted | Positions Wanted | 















































HARDWARE MAN WANTS POSITION— SALES) AN WITH 11 YEARS FOLLOW- = 
FULLY posted on about all lines; go anywhere. | ING LARGE retail dealers of hardware, house- ENERGETIC AND CAPABLE 
Best of references. Address Box C-842, care of | furnishing, variety and department stores in the 7 
HarpwakeE AGe, 239 W. 39th St., N. Y. City. metropolitan area desires connection with well HARDW ARE MAN 

——_—— - rated manufacturer. Can do job if given oppor- Gecives selling positic th manufa:turer or jobber. 

EXPERIENCED TRAVELING SALESMAN | tunity. Age 41, married. Best of references. SO [Macs ‘exberionsa Husliie. and Galliae te Lanta: 
WHO HAS covered all the South Atlantic States | Salary and commission. Address; Box C-845, care architects and consumers both outside and inside. 
wants position as traveler for manufacturer or | of Harpware Ace, 239 W. 39th St., N. Y. City. pn sate peg na willing to locate anywhere. Have 
jobber. Will consider job in house. Have a eshastaaontenatpais driver's tcense 
ee in all branches of hardware business. ara ioe — Address Box C-850, care of oo AGE, 
Glad to give reference. Address Box C-840, care Basan NG _ oa YE ARS, om “1 10 es 239 W. 39th St., N. Y. Cit 
of Harpware AGE, 239 W. 39th St., N. Y. City. expe lence, wishes job with wholesale or retail, 

hardware or plumbing supply house, New York 

POSITION WANTED AS MANAGER OF | City preferred "Speaks fluent German. Have been 
hardware store in Virginia or West Virginia, if to. start. Eccellent references. Address Box Hardware Personnel 
possible. Thirty-one years old, married, with C:837. care of Hampw A 039 W. 39th St 
eleven years of hardware experience, four years | x °°" C@re 0 NEDWARE ACK, 4: ‘a oe Our files contain applications of several hundred 
as manager of hardware store. Would like to | N- Y- City. hardware i KF well trained employees in the 
z . c ~ . ardware industries. 
make a change by the first of the year. Can give | —————— a ee NO C ARGE TO, EMPLOYERS FOR THIS 
best references from company now employed. Ad- HARDWARE MAN, 31 YEARS OF AGE, 
dress Box C-827, care of Harpware AGE, 239 W. | good education, thoroughly experienced in retail If we can be of os "hele +" you, just phone 
39th St., N. Y. City. hardware, stoves, paints and electrical line. Em- ASSOCIATED PLACEMENT BUREAU 

sloyed past nin rs with firm ing $30,000 est 42n ree’ ow Yo 

DEPARTMENT MANAGER—AVAILABLE se oo Prom ype ma Pal beta advertising, WIS. 7-1802, 1803 
JANUARY 15TH—former chain store hardware 


buying and store management, desires to make 
department manager with thorough experience in | change for connection with a good growing whole- 


modern retail merchandising, sales promotion, | sale or retail firm. Middle West preferred. A-1 YOUNG MAN, FIVE YEARS’ EXPERI. 
buying control, advertising and display—hard- | references. Address Box C-834, care of Harpware | ENCE in factory, mill supplies and hardware; 








ware, paints, housewares, farm equipment and | Acer, 239 W. 39th St., N. Y. City. shipping and stock clerk. Willing worker; seeking 
specialist on power tools. Seeks position with 4 position in firm with opportunity for advance- 
progressive firm desiring above qualifications. Age 5 mast: ¢ ment. Well acquainted with Metropolitan and 
34. Address Box C-799, care of Harpware Acs, DISPLAY MAN, SIGN WRITER, AD | Brooklyn areas. Position in either borough sat- 
239 W. 39th St., N. Y. City. WRITER, sales promotion. 35 years old, Protes- | isfactory. Address Box C-820, care of HARDWARE 





tant, married; owns a car. 15 years’ experience in | Acr, 239 W. 39th St., N. Y. City. 

SALESMAN, 37, CHRISTIAN, DESIRES TO | the display and sale of hardware and kindred 
REPRESENT manufacturer of hardware or me- | lines, housewares, photo goods, electrical appliances, YOUNG MAN, AGE 29, Ww ITH 15 years’ ex- 
chanical device interested in developing eastern | silverware, sporting goods, toys, radio, etc. Can | perience in retail hardware and paint line desires 
market. Broad experience contacting chief execu- | design, build and install modern backgrounds, | position with firm where there is a definite oppor- 





tives of Targe industrial organizations, has ap- | trim real sales producing windows, lay out attrac- | tunity. Seven years as manager. Employed af 
pointed, educated and developed hardware and elec- | tive ads and write ont selling copy. Can use | present but desires an opportunity to make good 
trical distributors, sold large industrials, architects, | cutawl and airbrush. Good education. Best of | with a business as he would his own. Best of 


department and chain stores. Will travel. Ad- | references. Willing to go anywhere. Address | references. Single, can locate anywhere in U. S. 
dress Box C-846, care of Harpware Ace, 239 W. | Box C-848, care of Harpware Ace, 239 W. 39th | Address Box C 843, care of Harpware Ace, 239 
39th St.. N. Y. City. ., H.. ¥. City. W. 39th St.. N. Y. City. 























Only RESULTS Count in Advertising 
Let the FIGURES Speak for Themselves 


Performance beats promises every time. When business seeks Opportunities, or 

The Classified Section of Hardware Age Sales Representatives, or Accounts, Help 

or Positions Wanted it speaks through 

the trade paper that covers the trade and 
formance that advertisers appreciate. “Delivers the goods.” 


has been and is giving the kind of per- 


4,547 Replies to Box Number Advertisements 
from September, 1936, to August, 1937 


prove the results in actual figures that And a still LARGER GAIN of 2,575 
replies MORE than the same period the 


Hardware Age secures for its Classified year before. These results—this dominant 





Advertisers. These impressive figures leadership narrows right down to one con- 

. clusion: What the Classified Section of 
represent a GAIN of 1,041 replies OVER Hardware Age does for others—it will 
the corresponding period in 1935-36. do for you. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street (A Chilton Publication) New York, N. Y. 
A.B.C. — Charter Member — A.B.P. Ine. 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 





Miaaatins CO.  cccvcccccccccce 
Aladdin Industries, Inc. 
Allen Mfg. Co. 
Alliance Mfg. Co. 
Aluminum Goods M 
American Cabinet >: Corp. 
— Chain and Cable Co., 
MG, cccosescosccccecceccoce 
American Chain Division ...... 
American Fork & Hoe Co., The 
American Home Products Co... 
American Safety Razor Corp. 
American Steel & Wire Co.. 
American 
American Weekly. The ........ 
American Wire Fabrics Corp. . 
Ames Baldwin Wyoming Co. 
Animal Trap Co. of America... 
AsenGe TEEP. Go. cccccccccccce 
Archer-Daniels-Midland Co. 
Arnold, Schwinn & Co. 
Atkins & Co., E. C. 34 





65 


aes 


ko eee 111 
Automatic Products GR. sacvcece 118 
B 
Ballonoff Metal Products Co. 135 
Barcalo Mfg. Co. ............. — 
Seen Gh, TO on. cccccccces - 
Bayer-Semesan Co. ........... 133 
Behr-Manning Corp. .......... 109 
 ¢ 2 + ePeReEegees 135 
Benjamin Franklin Hotel ...... 134 
Bethlehem Steel Company _ 
Birdsell Corp., The ........... _ 
Bissell Carpet Sweeper Co. — 
Blake & Johnson Co. ..... 131 
Bommer Spring Hinge Co 139 
Borg-Warner Corp. ............ 81 


Bornside, H. B., 
Boston Woven 
Co 


BS e6cuscuse 136 
Hose & Rubber 








ee Ci, TO BB caccscace -- 
Briddell. Inc., Chas. BA cccanes — 
Brown Co . Sree: 103 
Srynewtet- Balke-Collender Co., 
Pt Eee rer eer Terre 8- 
Brush- nr WOR ne dieda dae era hdc isa 
Burden Iron (Co., The ......... _ 
Cc 
Calbar Paint & Varnish Co..... = 
Carborundum Co.. The ........ 27 
Carnegie-Illinois Steel Corp 
Carrollton Metal Prod. Co.. The 117 
Cheney ee Corp., Henry. 
Chicage Lock Co. ............. 103 
Chicago Rawhide Mfg. Co. 136 
Chicago Spring Hinge Co. ..... 125 
Chicago Wheel & Mfg. Co...... 127 
Chisholm-Ryder Co., Inc. . os 
Clancy, Inc., a oes 132 
Claridge Hotel ........257577. 129 
Clayton & Lambert Mfg. > 144 
Clemson Bros., Inc. 12-13, 14 
Cleveland Chain & Mfg. =. 2:4 
Cleveland Wire Spring Co., The 126 
Climax Cleaner Mfg. Co. ...... 6 
ak || oe rerreaeaere 105 
Coburn Trolley Track Co. ...... 139 
Coleman Lamp & Stove (Co. ..... 87 
Columbian Rope Co. ........... 36 
Columbian Vise & Mfg. Co. — 
Conco Engineering Works ...... 118 
Connecticut Valley Mfg. Co.. The. 124 
Continental Steel Gere. eeeeuee 33 
Cook Co., The H. C............ 136 
Cooper Mfg. MO ies civics Gonuns _ 
Corbin Cabinet Lock Co. ....... — 
Corbin Screw Corp., The ...... 117 
Corning Glass Works ........ 23. 24 
Craftsman beg 4 Service Co 139 
Crescent Tool © 91 
Cross & Co., fee... Ww 44 
Cycle Trades of America, Inc.. 20 
Cyclone Fence Co. .........00. 77 
D 

MR nn iis cecmees —_ 
Damasens Steel Products Corp.. 136 
Dazey Churn & Mfg. Co. ..... 126 
DeLaval Separator Co., The ...- 7 
BONENOR OR. TRO occcicccsece 136 
Devoe & Raynolds Co., Inc. .... 108 
Diamond Calk Horseshoe Co. - 125 
tS 1 
Disston & Sons, Inc., Henry — 
Domes of Silence ............. 4 
du Pont de Nemours & Co., Inc., 

Ee Be Ktsbscstesendceeeonnas 128 





Eagle Lock Co. 
Eagle Mfg. Co. 
Eberhard Mfg. 
Eclipse achine 
town, Ill. ... 
Edlund Co. 
Elastic Tip ; 
Empire Electric Re. dias 
Empire Level Mfg. OB. cack 
Estate Stove Co. 
Everedy Co., The 


Co., 


Farm Journal .........scccsee 
Fate-Root-Heath Co., The 
Faultless Caster Corp. ... 
Florence Stove 
Fourco Glass Co. 
Frantz Mfg. Co. 

Frigidaire Div. of General Motors 


Ce hve ctceceéenns ee 5 
G 
Gaekes, TE. 2s ccccccscosscces 
Gardiner Metal Co. .....c.cce- 
Gem Division, American Safety 
Sree rrr re _ 
General Electric Co., Lamp Div. — 
General Electric Co., G. E. Re- 
Grigewater TG. ...ccccsscese — 
General Electric Co., Appliance 
& Mdse. Dept.. Bridgeport, 
CM sb ac ceecccscegoccsenss 93 
General Electric Co. Appliance 
Div.. Cleveland, Ohio ....... _— 
General Motors Corp. .......... 25 
Geneva Forge, Inc. ..........-+ _ 
Giant Grip Mfg. Corp. ........ 
Gibson Electric Thedvinsrater 
Cy. debe macce sk 560d eee oo ie 29 
Globe American Corp. ......... _— 
Goldsmith Sons, Inc.. The P.... — 
Goodyear Tire & Rubber Co..... —_— 
Graham Mfg. Co. ............. 136 
Jrasselli (ae Dept. - - 
I. an Pont de Nemours & C 
A errr rae 128 
Guy MN ER, ic 5oavnig-00.0 a 
Greenfield Tap & Die Corp. 112 
8 Saas 104 
OE ME GG cecncevecicnaes 111 
Gulf Refining Company ........ _- 
Gullborge Mfg. Co.. John S...... — 
H 
Hamilton Beach Co. .......... 131 
Hamlin Metal Products Co., Inc. — 
Hampden Mfg. Co., Inc. ....... -- 
TE > are 126 
Harris Hdw. & Mfg. Co., D. P. 134 
Hawkins Company, * oy si binecscaceee _ 
Metter & Co... W. ©. .......0:: 125 
ae — 
Hess Co., Inc., The Charles ... = 
 -f » rarer 136 
SS ree 137 
Holland Mfg. Co., The ......... 133 
Hoppe, Inc.. Frank A. ........ 131 
Horton Manufacturing Company. 113 
Hotel Benjamin Franklin ...... 134 
BEE SED cc ccccaccescces 129 
Hoyt & Worthen Tanning Corp.. 136 
MEE GS hctcéectnntcnees -- 
Pee GMER. cccccocsceesceee 133 
Hutchinson & Co.. R. AH. ...... 136 
1 
Imperial Bit & Snap Co. ...... 120 
Independent Lock Co. ......... — 
Indiana Steel & Wire Co. ...... 122 
Ingersoll Steel & hy Div. 
Borg-Warner Corp. .......... — 
Ingersoll Waterbury Co. ....... — 
— Harvester Com- 
Irwin Auger Bit Co., The ...... — 
J 
Jennings Mfg. Co.. The anes -- 
Jones & Laughlin Steel Corp. .. _ 
Justrite Mfg. Co. ....cccccccce 139 
K 
Katzinger Co., Edward ....... =) 
Keene Machine Co., O. 8. ....- 136 








Kees Mfg. Co., F. D. ........- -- 
Kelvinator Division, Nash- 
Kelvinator Corp. ........---. 16-17 
Keuffel & Esser Co. .........++ 
Keystone Steel & Wire Co. ..... — 
Kingston Products Corp. .. 113 
Klein & Sons, M. ........--+++ 106 
Knapp-Monarch Co. ........---+ 118 
Koral BMifiz. Co. ....cccescccccs _ 
L 
Lamson & Sessions Co., The - 
Landers, Frary & Clark ....... 67 


Leonard Refrigerator Div., Nash- 
Kelvinator Corp. ........- .80 
Libbey. Owens, Ford Glass Co.. - 
Lincoln Engineering Co. ....... 105 
Lincoln-Schlueter Floor Machine 








GR. cwccccccesocesescoesees 29 
Lockwood Hdwe. Mfg. Co. ..... 40 
Lufkin Rule Co., The ........- 116 

M 
McCambridge & McCambridge 

Ce, TP ove cccescteaseess«s —- 
McCormick Sales Co., The Red 

Arrow Div. ....ccccccccccse 119 
McKay Company, The ......... 137 
McKinney Mfg. Co. ........... 144 
McLaughlin, Gormley, King Co. — 
Marble Arms & Mfg. Co. ...... 137 
Martin-Senour Co., The ....... 85 
Master Lock Co. .....-..see0% 124 
Mayhew Steel Products, Inc..... 133 
Metal Sponge Sales Corp. ..... —_— 
Mid-State Steel & Wire Co. ... — 
Midway Chemical Div. of The ™ 

SB. Baple Os. .cccccccccesscs -- 
Milcor Steel Co. .......ccccces 
Miller, Inc., Robert E. ........ 144 
Millers Falls Co. ...........+- 114 
Minnesota Mining & Mfg. Co. — 
Monmouth Stamping Co. xe 137 
Moore Push-Pin Co. ........... 144 
Moto-Mower Co., The ......... 123 
Murphy’s Sons Co., Robert 139 


Murray Ohio Mfg. Co.. a 
Myers & Bro. Co., The F. BE. ... 28 


N 
Nash-Kelvinator Corp... 16-17, 30-31 
National Censtruction & Eng. Co. 134 


— Enameling & Stamping 
National Ideal Co. ...........- —_— 
National Mfg. Co. 
National Pressure Cooker Co 
National Screw & Mfg. Co. .... — 
New York Wire Cloth Co. 
Nicholson File Co. 
Norcross & Sons, 
Norge Division 
TR, | ck.cb de tscnesse cose ds 
Northwestern Barb Wire Co..... 
Norton Abrasives ...........-+ 
Norton Door Closer Co. 
Nott Mfg. Co. 


Ohio Stove Pipe & Mfg. Co. 
Oliver Iron & Steel Co. 
Osborn Mfg. Co., The 


3| | 
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Passonno-Hutcheon Co., The ..,. 
Patent Cereals Co 
Patent Novelty Co. . 
Peck, Stow & Wilcox 
Pecora Paint Co.......... 
Peerless Novelty Co. 
Perfection Stove Co. 
Phoenix < 
Pittsburgh 
(Paint Div. 
Pittsburgh Plate 
(Pennvernon Div. 
Pittsburgh Plate 
(Store Fronts) 
Pittsburgh Steel Co. .........- 
Wood Div. of The A. 8. 
Plumb, Inc.. . Fayette R. ...... 
Plymouth Cordage Co. 
Premax Products 
Progressive Mfg. So. TR. ccccs 
Prospectus Mfg. 
Puritan Cordage Mills 
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Raybestee-Manketten, Inc. 
(Raybestos Div.) 

Ray-O-Vac Co. 

Red Jacket Mfg. Co. 

Renown Stove Co. 

— one Corp. 









DOV.) cnccccdsccocccecesece 4-5 
Reynolds Wire Co......sceseee od 
Rich Pump & Ladder Co., The. 123 
Richards-Wilcox Mfg. Co....... — 
Robertson, Arthur R..........-- 
Rochester Sash Balance Co., ~ ic _ 
Rogers Isinglass & Glue Co.. 107 
Roper Corp., Geo. D. .....-.++- 135 
Russell, Burdsall & Ward Bolt 

Wt CO... ccrccccccccescsoce _ 
Ryerson & Son, Inc., Jos T..... 127 
8s 
Samson Cordage Works........ —_— 

Sanderson Bros. & Newbold, 

BL. 0005440060 ensessesiees 34 
Sand’s Level & Tool Co......... _ 
Sandvik Saw & Tool Corp....... aa 
Save Electric Corp........++++. 
Schalk Chemical Co.. eee 135 
Schatz Mfg. Co......... 7 
Schollhorn Co., The Wm. 144 
Shapleigh Hardware Co......... _ 
Sheffield — Powder & Sten- 

Cll Co.. IMC..ccccccccccccces 137 
Sherman Mfg. Co., H. B.......- 118 
Sherwin-Williams oe. a oa 
Signal Elec. Mfg. Co.......-..+- -- 
Simplex Mfg. Co........+++++- 126 

mith, Inec., Landon P......... 126 
Smith & Son, Seymour........ 26 
Boos Mig. O0......cccccccccees — 
Stanley Rule & Level Plant.... 
Stanley Works, The..........- 139 
Star Heel Plate Co...........-+ 137 
Stearns & Co., E. C. ....+..+-- 38 
Stensgaard & Asso., Inc., W. L. 129 

T 
Taylor Instrument Companies —_ 
Taylor, Lowenstein & Oo. ..... 124 
Technical Glass Co., Inc. ...... _— 
Tennessee Corp. .....-+--+++++ 99 
Three-in- oy Oil Div. of The A. 
Tobacco "By. Products & Chemical 

Corp., Ime. ...cecccerecceecs —_ 
Toro Mfg. Corp. ......-+++ eve — 
Trico Fuse Mfg. Co. ......... — 
Triplewear Brake Linings Corp. — 
Triplex Screw Co., The ....... 128 
Tucker Duck & Rubber Oo. 35 
Turner Brass Works, The _ 
Turner. Day & Woolworth 

Hlam@le G0. ..cccccccccceces 95 

U 
Union Fork & Hoe Co., The ... 1 
Union Hardware Co. .......-- 93 






United Royalties Corp 
United Stove Co. .... 
U. 8S. Steel Corp. 
Utica Drop Forge & Tool 


Vv 


Vaughan Novelty Mfg. Co. 
Vichek Tool Co., The 


w 
Warren Tool Corp. .........++ —_ 
Washburn Co., The 
Westinghouse Electric & 
Co. 


Wickwire Brothers 
Wickwire Spencer Steel Co. 
Wilson & Co., Inc., C. E. ..... 
Winchester iepenting Arms Co. 





Wooster Brush Co. .........+.. 
Wright Steel & Wire Co., G. 
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Yale & Towne Mfg. Co., The... 3 
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Simplify Your Stock Taking with the WHITE 


















































Actual size of sheets 9% by 12 inches 
over all; writing area 8, x Il, 
inches. Sheets printed on both sides, 
of good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 








CONDENSED HARDWARE AGE INVENTORY FORM 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1, plus 25c mailing charge. As these sheets are 
printed on both sides of good white bond paper, 
this means you really get 400 pages of inventory 
record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 





it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


wceccnencnnnnccnccscccceccceseee USE THIS COUPON ...........--.--2-2--2-0-2200-- 


HARDWARE AGE 
239 West 39th Street. New York, N. Y. 
Gentlemen: 


Here is my $........... - Please send me.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00, plus 
25c mailing charge). Also send me.......... Binders (50c each). Send these to me by return mail. 
I EE Ga Ae Watt ahs), Sie Mr Alaina, Nhe oa sien eno I ot oi ores fia 4 dnd bah sansa ateeMearn ie Bach 
EE cae Neen ee Pee ree er ene RN eases eee tata he colt oa Ao area STATE 
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Wherever there are pictures 
to hang . . . you'll 
find a buyer for... 
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MOORE Pushless Hangers 


Each home, office, store and factory in your town can 
use a dozen or more MOORE Pushiless Hangers and an 
equal number of MOORE Push-Pins .. . a need that 
national advertising is increasing daily. Just a reminder 
is all that is required to bring this need to cus- 
tomers’ minds. Nothing so effectively does this as 

the attractive cabinet shown here. Your jobber 

will send you one free with an assortment ot 


72 packets. Order today. 


MOORE PUSH-PIN CO. 

Manufacturers of MOORE Push-Pins 
and MOORE Pushless Hangers 

113-125 Berkley St., Phila. Pa. 
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EAST JAFFREY,N.H. 





MOULDED RUBBER GOODS ano SPECIALTIES 


CHAIR TIPS CRUTCH TIPS 
PLAIN AND MUSHROOM BUMPERS 


e @ » 


RUBBER HEAD NAILS 
TOILET SEAT BUMPERS 
SUCTION RUBBERS 


SEND FOR CATALOGUE 


THE ELASTIC TIP COMPANY 


370 ATLANTIC AVE. BOSTON, MASS. 








Genuir° DOMES &% SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 


T SAVE FURNITURE 
\P"& FLOORS-CREATE QUIET 


Name ‘Domes of Silence"’ 
on each genuine Glide. 








Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 











MK] NNEY 


MANUFACTURING CO. PITTSBURGH,PA. 


|. PREFERRED FROM COAST TO COAST 
A PROFITABLE LINE FOR YOU 


DESIGNERS wud MANUFACTURERS of BUILDERS HARDWARE 


(4S, TORCHES 


KNOWN 
EVERYWHERE 


No: 800— Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


“8 LAMBERT Mc. Co. 


DETROIT, MICHIGAN 
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oi) BALTIMORE MARYLAND =" 
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st) BRUSH-NU COMPANY , ‘Ls 








TAKE A LOOK! 


8 PAGES 


BERNARD 


: PLIERS — PUNCHES 
\ )  NIPPERS—PRUNERS 
| \ and other SPECIAL 
201,449) 2 1@1@) ms) 


P / PN in the July 29th 
lig DIRECTORY ISSUE 
Oj F 


HARDWARE AGE 


Also includes 
BARGAIN SALES UNITS 
The WM. SCHOLLHORN CO, 


, 
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416 CHAPEL ST. NEW HAVEN, CONN. 
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FEAR 


=~ Modern Lines 
Bee ar’s BIG STRIKE” 


HEATING 


Allen Oil Circulators 

aoa heating to new stand- 
pepe Simplicity and efficiency. 
fagly the most important 
development in years. 


pte sto in getting the jump 


n with these oil- 
otitis a paders. 
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ALLEN’S “TWIN-EIGHT” OIL-BURNING PARLOR FURNACE—No. 288-E 
Size: 38” high—33” wide—26” deep 


i Parior FuRNACE*“OLk 


Outstanding Features of Model 288-E (above) 
MODEL RC 1-10-8 MODEL 1108 1, “Twin-Eight” Heating Unit—more heating sur- 


(below) (below) " face, higher efficiency. The inner heating unit 
Unique, round, combination radiant Allen Oil-Burning Parlor Furnace— 1S built with two separate, standard size, eight- 
and circulating type of oil burning equipped with single pot-type burner. inch, Breeze Burner heating units. 
heater. An exclusive Allen creation. Size: 42” high—22” wide—26” deep. Beautiful, modern cabinet finished in porcelain 
42” high—18” wide—26” deep. Constant level valve control. enamel. 
Flue connection low; may be connected straight 
into a fireplace. Only one connection for the 
twin units. 
Oil control valves concealed; located just inside 
front door. Each unit’s oil supply controlled 
by a separate constant level valve. 
New style Louvres in sides permit passage of 
radiant heat to the floor. 





Built low to warm floors. 


Equipped with reliable and efficient Breeze Pot- 
Burners. Products of combustion travel over a 
baffle—holds heat in unit longer—gives higher 
efficiency. 

Large heating capacity. Compactly built. Re- 
quires minimum floor space. 

Greater flexibility of heat control. Highest high 
flame—lowest low flame. 


Send today for complete details. 
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ELECTRIC STEEL 


QUALITY WIRE PRODUCTS 


STERLING ELECTRIC STEEL IS THE BEST! 
ae STE FOR WIRE PRODUCTS 


ORDINARY STEEL 
has no extra strengt! 
gives way rapidly | 
rust regardless of it 
galvanizing. 















STERLING 


CLEAN oan ELECTRIC-STEEL 
is tough, strong, has 


Fs mall -— | 4 to 6 times more re: 
| SS Bae 


WIRE CO... STERLING, ILLINOIS 
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